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: with its new 
1305 ft. tower 


now gives major market coverage of 
708,400 people* 
with 


*865,478,000 Retail Sales* 


j 
and 
$1,142,205,000 Effective Buying Income 
te and 
$604,060,000 Gross Farm Income* 








° 


178,600 Tv Homes** 


KROC-TV covers Mason City, Austin, Albert Lea, 
Winona, La Crosse and 26 counties in Minnesota, 
J Iowa and Wisconsin. 

*Sales Management, 1960 

— | ** ARB Jan. 1, 1960 
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Channel 10 V 
Rochester, Minnesota \ arr , 
ional Representative: Venard, Rintoul & McConnell, inc: 
Minneapolis: Harry S. Hyett Co. ——— 








Network Rep.: Elisabeth Beckjorden 





“R.C.M.P.” Always Gets Its Audience. Into whatever 
city the Royal Canadian Mounted Police ride, audi- 
ences surrender willingly. A review in Variety tells why: 

“If there is anything new under television lights . . . 
(“R.C.M.P."’) is it . . . the freshness lies in . . . every 
character, major and minor . . . Top thesping and 
solid casting get the credit here, plus some of the nic- 
est lensing ever shown . . . will reach top acceptance 
wherever it goes . . . high drama and suspense in 
every show.”’ No wonder audience count soared 800% 
over previous programming when the ‘‘R.C.M.P.”’ 
series paraded into Atlanta over wiw-a. And Nielsen 
reveals: Baltimore, wBAL-Tv — viewers up 37%; Cleve- 
land, kyw-tv — up 85%; Columbus, wiw-c — up 71%; 
New York City, wNEw-Ttv—up 138%; in Los Angeles, 
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KTTvV — up 48%; San Diego, krmsB-tv — a rise of 20% 
Success Over And Over Again. In Boston, over wsz-Ty, 
with a 29.9 rating and 51% share, ‘‘R.C.M.P.” leads 
all programs in its time period . . . captures more than 
twice the audience of its nearest competitor. In Cadil- 
lac-Traverse City, Michigan, over wwrv, ‘“‘R.C.M.P’/ 
doubled the ratings of previous programming with a 
38.6 rating and a 78% share of audience. ‘‘R.C.M.P.’ 
is the only dramatic series based on the experiences 
of the world-famous Royal Canadian Mounted Police 
ever to receive its official endorsement and cooper. |~ 
ation. To capture bigger audiences, 
mount up and ride with ‘‘R.C.M.P.”’ 
NBC TELEVISION FILMS, A DIVISION OF 
CALIFORNIA NATIONAL PRODUCTIONS 
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San Antonio's (OU ae | tv] Channel 12 


KONO.-TV (ABC) outsells the rest because it reaches the most with 37.8 Share of 
Audience 9 A.M.-Midnight Sunday through Saturday . . . against 33.2 
and 29.0 ... according to November ‘60 San Antonio ARB 


Get the “Inside Story'’ on San Antonio Television 
Represented by the Katz Agency 
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Tenting in D.C., 
or 


In One Era 
and Out the Other 


Finding a roof for five Corinthian tv station 
news-and-camera teams in Washington, as the 
Kennedy era began, was much more difficult 
than finding reason for their presence. They had 
no intention of duplicating CBS’s superb net- 
work coverage; they sought to duplicate only 
Corinthian’s success, as evidenced by coverage 
of last year’s conventions, in relating major 
political events to their own communities. 


Local news doesn’t come to us. We go to it, 
even if it’s in D.C.—and even if our definition 
of local is non-traditional. Without a legacy to 
stand on, our individual station news teams 
tackled Project Washington with mike and cam- 
era. The Houston group was after, among other 
things, a Ladybird’s eye view; Tulsa hoped to 
strike oil by spending a day with Senators Kerr 
and Monroney; our gentlemen from Indiana got 
on the bandwagon with the state’s Drum and 
Bugle Corps; the young men from Sacramento, 
reversing Greeley’s advice, came east to cover 
the Inauguration’s pomp—and to examine plans 
for legislation affecting their tele-urban com- 
munity. 


Different regions find different meanings in 
Washington, 1961. Those differences are best 
explored by local tv reporting crews and public 
affairs programming, focusing on political faces 
and issues of special interest to the folks back 
home. This is the kind of journalistic initiative, 
under group organization, that results in high 
identification with regional audiences, cement- 
ing stations to communities and communities to 
stations. 
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Responsibility in Broadcasting 


FEE CORINTHLA! 
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25 ARE NUMBERS UP? 


Not at all, say researchers, as new emphasis is 
placed on why rather than on what 


30 HOME-TESTING COMMERCIALS 


A trick 21-inch television screen is part of the 


Cunningham & Walsh in-home method 


32 BUT TEACHER, SAID THE VIEWER 
wPix New York's split personality: it’s both a 
commercial and educational station 


34 WATCHES, JEWELRY AND CAMERAS 


Promotion of photographic gear is adding to the 
jewelry trade’s video investments 
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36 CHANNELED FOR YOUTH 


Expedition: Local collaborates with educators to 
supplement regular school courses 
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mendous impact of the tape revolution on the 

, production and economics of TV is being 

ingly in all areas—from network and spot 

commercials to dramatic shows and other program- 

ming, at both national and local levels. Here, on the 

next page, are some of the pleasantly surprising 

things you can expect when you turn to tape to shoot 
your next commercials . . . 

















6 proved ways “SCOTCH” BRAND LIVE-ACTION VIDEO TAPE 


brings new quality and savings to your TV commercials! 





The picture “lives” on “ScoTcH”’ BRAND 
Video Tape . . . says to the viewer, “It’s 
happening right now!” The extraordinary 
visual presence of video tape, its real au- 
thenticity of sounds, provide a new dimen- 
sion of believability to commercial or show. 


Immediate playback—in a matter of 
seconds—tells the producer, director, per- 
formers, camera crew whether this “take” 
is the one to keep, or whether a second will 
add worthwhile values of lighting, focus, 
pacing and delivery. No processing wait. 


hath Bik ANE | A 


en ohh amg | gy, } 
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Tape saves days because of the uninter- 
rupted work schedules it makes possible. 
You complete assignments in less time, then 
go on to the next without the distraction of 
unfinished business. It helps schedule talent, 
studios, crews efficiently. 





Fast editing is a video tape feature. Its 
amazing flexibility lets you make last- 
minute changes. Sight or sound tracks can 
be erased and redone speedily. New scenes 
can be inserted and complete rearrangement 
of elements effected at the last moment. 


Special effects machines used in video tape 
recording make possible an unlimited se- 
lection of effects. Wipes, match dissolves, 
pixie and giant people, combination of ani- 
mated cartoons and live-action people, 
zooms, supers—video tape does them all. 


Speeds up approvals. Client approval of 
commercials can be had the same : a taping 
is made! When tape is the medium, the men 
who make the client’s decision can be on the 
scene to give their approval when enthusiasm 
is high. No processing delay! 





*Scotcn’’ BRAND Video Tape has 


ushered in a new TV age! Along with 





audible range and instrumentation 
tapes, it was originated and pioneered 
by 3M. And it is through continuing 
and pioneering research that 3M is 
known and recognized as world leader 
in the development, manufacture and 


distribution of quality magnetic tapes. 


Send for: “The Show is on Video Tape," 





Mimnesora iinine ano )fanuracrunine eome a 


a new booklet of case studies on the taping of network 
commercials, drama programs, and local “‘spectaculars.” 
Enclose 25¢ in coin to cover mailing and handling 


costs. Write 3M Co., Box 3500, St. Paul 6, Minnesota. 


**SCOTCH” and the plaid design are reg. T.M."s of 3M Co., St. Paul 6, Minn. 
Export: 99 Park Ave., New York. Canada: London, Ontario. © 1960 3M Co. 
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STEINMAN STATION 
Clair McCollough, Pres. 


WGAL-TV 
| Channel & 


; Lancaster, Pa. 


NBC and CBS 


Representative: MEEKER 
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Letter from the Publisher 


The Competition of CATV 

Some interesting aspects of CATV-station relationship were 
brought out in a pertinent address given by Herb Jacobs, president 
of TV Stations, Inc. The speech was delivered in Washington the 
early part of the month before an Eastern Regional Management 
Seminar of the National Community Television Association. 

Mr. Jacobs is the head of a cooperative resident film-buying 
organization comprised of over 100 television stations. “There 
never has been any argument,” as Mr. Jacobs points out, “where 
a CATV is established to bring into shielded reception areas the 
free tv signal of the adjacent area stations. But there has been plenty 
of controversy where CATV systems have been created under the 
antenna of a single tv station and duplicate the programs of that 
station by bringing in the same network and syndicated shows from 
distant metropolitan areas by microwave. In instances where the 
CATV system has gone into a market in more or less competition 
for viewers with the local station, it can be argued it should be 
subjected to the same regulation as the local station which operates 
under its grant from the FCC.” 

However, one of the immediate problems with respect to CATV 
underscored by Mr. Jacobs is the touchy matter of program rights. 

“The only thing I find distressing with the operation of CATV,” 
he said, “is the complete lack of responsible thinking regarding 
rights. I believe if you honestly soul-search yourselves and reduce 
the pros and cons to the least common denominator, the only answer 
would have to be that the property rights that you are contesting 
are responsible and necessary for the only commodity you have to 
sell. But today we are living in a system of unfair competition 
where a CATV can pick up a program from a distant point—a pro- 
gram that was paid for by the local station there—and bring that 
program by microwave into another local station’s coverage area. 
The result is that the sale of the program in the receiving market 
is killed—or at least diluted in value. There is no difference between 
a microwave-fed CATV picking up a film show and bringing it 
into a local station’s area or the New York Football Giants having 
reduced paid admissions when their games are picked up, at a dis- 
tance, and microwaved back into their playing area.” 

Mr. Jacobs’ observations strike at one of the basic problems of 
CATV. The networks have not indicated much interest in program 
rights, since their primary concern is one of coverage. Neverthe- 
less, the film programmer and distributor have an important prop- 
erty right with respect to their programs used on CATV without 
payment. The CATV systems which picked up the Patterson- 
Johannson fight acknowledged a program property right by pay- 
ment of a fee to TelePrompTer, which owned the rights for closed- 
circuit telecasting. In many instances where stations pick up a 
signal from the transmitter of an adjoining station in the area, a 
per-program fee is paid for this service. Possibly the broadcaster 
and the CATV systems can get together and work out their mutual 
problems. If not, you can look forward to a series of legal battles 


in this area. 
Cordially, 



















Good 
reason to 
cheer! 


Today, in seven-station New York, Channel 2 reaches 53% more audience 
than the second station. This gigantic margin of leadership, better than 
twice that of a year ago, is an all-time Arbitron high! WCBS-TV 


CBS Owned - Represented by CBS Television Spot Sales 
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KTVE, Full Power, 316 KW, with a 1350 ft. Tower is 

THE GUIDING STAR FOR OVER 158,000 TV HOMES fad 
(Television Magazine) in 3 Metro Areas—Monroe, La., 
Greenville, Miss., and El] Dorado, Ark. 


JOHN B. SOELL—Vice President-General 
Manager 


El Dorado, Arkansas-Monroe, Louisiana 

SEE YOUR NEAREST BOLLING REPRE- . 
SENTATIVE TODAY! IN THE C r A N N FE L 
SOUTH . . . SEE YOUR CLARKE- 

BROWN REPRESENTATIVE! 
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—“STRIP” FOR ACTION WITH THE 


MAN FROM 
COCHISE 


HALF-HOURS OF NTA’S 
RECORD-SMASHING, MODERN WESTERN! 


There ought to be a new expression for ‘track record” in the case of 
-an enormously successful western like THE MAN FROM COCHISE. Maybe 
it's trail record. In any case, this outstanding, action-loaded series of 
156 episodes has been blazing trails —or records — with ‘top ten” 
syndicated ratings,-against all competition, in every market, with every 
type of audience, for four solid years! (See box, lower right.) 





























Strip it across the board, daytime or evenings, and this proven series, 
produced by Desilu and featuring John Bromfield, will draw for you... 
just as it has for top advertisers in hundreds of markets of every size. 
To name a few: Budweiser, Sunoco, Ajax, Bromo Quinine, Bufferin, Ipana, 
Super Anahist, Vicks, Kent, Viceroy, Ivory Soap, Camel, Duz, Palmolive 
Shave, Wildroot, Standard Oil, Maxwell House Coffee, Alka-Seltzer, 
Schick, Playtex, Minute Maid, Dash, Vaseline Hair Oil, and hundreds of 
regional and local sponsors. 





So reach for the rating ceiling with this proven successful property 
today. It may even be first-run in your market. Contact your nearest 
NTA sales office, or those listed below: 


NEW YORK: 10 Columbus Circle, JUdson 2-7300 

LOS ANGELES: 8530 Wilshire Boulevard, Beverly Hills, 
OLympic 5-7701 

CHICAGO: 612 N. Michigan Avenue, Michigan 2-5561 


AMONG THE TOP TEN SYNDICATED PROGRAMS IN THE NATION* 
..- against all competition, any time slot, any market, as shown 
by ARB multi-month rating averages 


VERSUS NETWORK 
Cleveland, 10:30-11 p.m., Friday, Nov. "59-Mar. "60 
SL. ¢cangceckoagekssaacunse 
Sta. B Person To Person ............. Ciguades 
Sta. C Cavalcade Of Sports ..............++- 


Omaha, 9:30-10 p.m., Wednesday, Feb.-Nov. "58 

KMTV SHERIFF OF COCHISE ............... 

Sta. B U.S. Steel Hr./Circle Theater .......... 

Sta. C Wednesday Night Fights ..............-. 
EARLY EVENING 

Syracuse, 7-7:3 

fit aye 

SE ED 0 0.ncanendsdeceee 

Oklahoma City, 6:30-7 p.m., Friday, Oct. "57-Feb. "58 

WKY SHERIFF OF COCHISE .............0000e. 

re Cs 6 cas ck wneehseban ss 

ie <.ieccopphtecdebbalbena 

EVENING 

Cincinnati, 10:30-1 


1 p.m., Thursday, Mar.-June "60 
I sxe wheat peas been ee 
cnn on vee bb bnew ceed 
OT rrr 


Boston, 10:30-11 p.m., Saturday, Nov. "59-March "60 
if. eee 
I PED cacconcewsdoeenes 

Sk, Oe ee PO oc cncceceastincas : 


“January 1958-July 1960, Average U.S. Pulse Ranking for Syndicated Films 


Youngsters 
Love 


youll love 
those high, heart-warming OUR ( ANG ratings!) 


Fellas, it’s been love at first sight...in each and every one of the 75 markets now showing those 
hearty, hilarious OUR GANG COMEDIES. Stations are happy. We're happy. All in all, a 
howling success. But take heart— perhaps your market is one of the rapidly dwindling number 
still available. Check us now. And if not—check us, anyhow! We still may be able to have 

a heart-to-heart chat about all those memorable M-G-M CARTOONS. Or those rib-tickling, 
viewer-snatching PETE SMITH SPECIALTIES. Let’s talk...-. 


Division of Metro-Goldwyn-Mayer, Ine. 


























CBS News Committee 

I do not know whether protocol 
and proper diplomatic relations per- 
mit it, but I am going to take a 
chance and express my very deep 


personal appreciation for your piece 
in Newsfront in the December 26th 
issue concerning the CBS News exec- 
utive committee. Your sympathetic 
and wholly accurate piece stands in 
sharp contrast to much of the written 
—and oral—speculation. 

You hit the nail right on the head. 
Like all good reporting and analysis, 
it is most useful to all concerned. 

RicHarD S. SALaNnt 
Chairman, News Executive 
Committee 

CBS, Inc. 

New York City 


Pattern of Survival 


I want to thank you for the very 
effective treatment of ARB material 
in “Pattern of Survival” (TV AGE, 
Dec. 26). I certainly enjoyed the 
article, as did many people here in 
the ARB office. The charts were also 
a great success. You make it look so 
easy! 

LyNN DENDER 

Director of Publicity 

American Research Bureau, Inc. 
New York City 


The Changing Order 

Two years ago, when TELEVISION 
AGE first listed its top 100 markets 
(“Top Hundred,” tv ace, May 19, 
1958), Lincoln was in the top 100. 
The following year, although total 
home ratings indicated considerable 
improvement for Lincoln in com- 
parison with other stations listed be- 
tween 90 and 100 (“First Hundred,” 
tv AGE, Nov. 30, 1959), Lincoln was 
dropped from the magazine list. 

The list of the top 100 markets has 
again been released (“The Changing 
Order,” Tv AGE, Dec. 12, 1960), and 
again Lincoln is not included. This 
list was apparently taken from the 


Net Weekly Circulation figures re- 
leased by ARB in its March survey. 
As you probably know, ARB re- 
leased a coverage study this past sum- 
mer which gives Net Weekly Circu- 
lation based on several nationwide 
sweeps. 

I have checked with ARB, and | 
am informed that they consider the 
Net Weekly Circulation figures in the 
coverage study considerably more ac- 
curate than those shown in a single 
survey. You will also note that in the 
ARB November survey the Net 
Weekly figures are no longer being 
published for a single survey—an- 
other indication that single-survey 
figures are not as accurate as those 


If Net 


were 


from the 
Weekly 
used . . . Lincoln would be the 96th 
market. 


coverage study. 


Circulation figures 


I don’t believe that it is the 
intention of TELEVISION AGE to pub- 
lish data with accuracy less than the 
very best. This market ranking is a 
very handy listing, so we want to 
appear in the position to which we 
are entitled. . . . 

A. James EBEL 
Vice President & General Manager 
KOLN-TV Lincoln 


Wilson C. Wearn has been elected an 
executive vice president and director 
of WMRC, Inc. He was previously 
assistant to the president of WMRC, 
which owns and operates WFBC-TV- 
AM Greenville, S.C., WBIR-TV-AM 
Knoxville and radio station WORD 
Spartanburg, S.C. In Washington, 
D.C., Mr. 
staff member of the FCC and a part- 
ner in a consulting electronics engi- 


Wearn has served as a 


neering firm. 
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CBS Production Sales Folds 

CBS-TV Production Sales, one of the leading tape 
commercials producers, last week inexplicably shut up 
shop. Although at press time there was no official ex- 
planation, sources close to the situation are speculating 
that political considerations (e.g., the Justice Depart- 
ment) rather than monetary ones prompted the decision. 
Producers of commercials, programs and audio-visuals, 
the unit’s operations will be absorbed insofar as is pos- 
sible by the network. 


Borax Into Daytime Spot 

United States Borax & Chemical Corp., which has had 
a fabulously successful run with the nationally distributed 
Death Valley Days, is expanding into daytime spot tel-- 
vision in an attempt to increase sales of its household 
borax products. It continues with its regular weekly 
evening presentation of Death Valley Days but expects 
to reach an entirely new audience with its daytime spots. 
Net earnings for fiscal 1961 (ending Sept. 30) should 
compare favorably to those of the previous fiscal year, 
says James M. Gerstley, president. U. S. Borax’s net 
income in fiscal 1960 amounted to $6,920,209, a 14-per- 
cent increase over fiscal 1959. 


CBS Follows Suit 

With both NBC-TV and ABC-TV having named spe- 
cific daytime programs in which an advertiser may buy 
minutes (as opposed to the usual quarter-hour buys), 
CBS-TV embarks in mid-February on a similar policy 
for all programs between 10 a.m. and noon, Monday 
through Friday. Daytime sales manager Joe Curl not-d 
that the new pattern will be guaranteed for 52 weeks 
and that a client can buy “one or a thousand minutes.” 
Advertiser positions among the 20 network spots and 
four station minutes during the period will rotate. 


New Schaefer Buying Pattern? 

F & M Schaefer Brewing Co. appears to be shaping 
a new buying pattern in its regional program sponsor- 
ships. The emphasis—new to regional beer distributors 
and novel anyhow among top regional advertisers—is 
on one-shot spectaculars. The brewery has already signed 
for an hour-long documentary titled Biography of a 
Baseball Rookie, to be produced by Wolper-Sterling Pro- 
ductions. Also in the works: part sponsorship (on a re- 
gional basis) of the sixth annual North American Fes- 
tival, to be televised nationally from Lake Placid through- 
out two Fcbruarv week-ends. The agency on the Schaefer 


zcecount is BBDO. 


$1-Million Question 
Is Jackie Gleason worth a cool million to CBS-TV? 
This not academic question must continue to haunt some 


WHAT’S AHEAD BEHIND THE SCENES Tele-scope 





critics until a sponsor steps forth for the hour-long CBS 
spectacular filmed last summer and starring the con- 
troversial cut-up. The plot of the film reportedly centers 
on a kidnapping in which the wily abductors insist that 
CBS, and only CBS, pay $1-million ransom for its pre- 
cious comic. Although CBS denies the film was ever ac- 
tually scheduled, it was expected to be shown last fall or 
this winter. New date: maybe spring, if the net gets a 
sponsor. “After all,” said a spokesman, “it’s an expensive 
show any way you look at it.” 


First Time For Fabrics 

Making its initial entry into television, Waverly 
Fabrics comes into about 45 markets at the first of 
February with spot schedules for six-eight weeks. Filmed 
minutes, led into by local women’s personalities, will pro- 
mote Bonded Glosheen material. Vice president and ac- 
count executive Norton Sobo, along with assistant Bar- 
bara Nelson, is the contact at Ehrlich, Neuwirth & Sobo, 
Inc., New York. 


WNTA-TV Has a Story to Tell 

wnTA-Tv New York, starting from eighth place in a 
seven-station market, now feels it has quite a story to 
tell, and has done just that via tape and one of the sta- 
tion’s “image” personalities, Mike Wallace. With news- 
caster Wallace narrating, a 25-minute presentat‘on is now 
going the round of west-coast avencies outlining the dol- 
lar and prestige values of the offbeat and sometimes news- 
making programs the station is presenting. 


Sports-Specials Sponsor 

From Chicago, Wilson Sporting Goods is getting its 
first spot campaign under way since moving to Camp- 
bell-Mithun, Inc., last summer. Both live and filmed 
minutes and filmed 20’s are set in golf-tournament spe- 
cials this month in western and southern areas. In March 
and April similar buys will be made in northern and 
eastern markets as the shows are aired. The campaign 
will continue into May and June, with a total of about 
46 scattered markets used at various times during the 
drive. Media planner Mary Petr is the contact. 


Merry, Merry Marx 

“They're even happier at the company than it’s been 
reported,” said a Ted Bates & Co., Inc., account mem- 
ber in reference to the word that Louis Marx Toys had 
chalked up sensational sale after its second Christmas 
tv drive. Proving its faith in the medium, Marx returns 
at issue date to selected top markets with minutes in 
kid shows on various toys, including Disneykins, minia- 
ture hand-painted figures of the Disney characters. Paul 
Reardon is the buying contact. 
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Business barometer 


Billings for national spot continued to rise in November, with an increase of 
2.5 per cent recorded for that month over October, Business Barometer 
reports reveal. 





Although slight when compared with the spectacular 30.6-per-cent October gain 
over September, this increase represents the first time since 1957 that 
November spot business has been ahead of the previous month. 





In that year November spot NATIONAL SPOT 
totals registered the : 
greatest gain — 6.1 per { month-to-month and year-to-year comparison 
cent — over October 
since the Business 
Barometer survey was 
begun in 1953. Spot was 
up 4.4 per cent in No- 
vember '53, off 0.5 per 
cent in 1954, ahead 2.3 
per cent in 1955, down 
1.6 per cent in 1956, 
also down 0.6 per cent 
in 1958, and still fur- 
ther off by 2.6 per cent 
for the same period in 
"59. 


For the 11 months of 1960 thus 
far reported, this di- 
vision of tv billings 
was under the previous 
month's totals four 
times, two of them the 
traditionally poor months 
of June and July. With 
the further exception of 
January and April, the 
rest of the year showed 
substantial monthly spot 
advances. 














Jan Feb Mar Apr 











Spot has suffered losses in Jume and July during each of the seven years Business 
Barometer records have been kept, with that condition aggravated even more 
sharply in July '60 because of displacements caused by the national political 
conventions held during that month. 





In a year-to-year comparison, national spot was up 10.6 per cent in November over 
the same period in 1959, when a jump of 11.6 per cent was registered over 
November 1958. 





Business Barometer figures are based on a nationwide survey, with stations of 
all sizes in all parts of the country reporting to Dun & Bradstreet. The 
percentages computed by that firm are then supplied the editors of 
TELEVISION AGE. 





A report on billings at the local and network levels for November will be published 
in the February 6th issue of the magazine. As with spot, these divisions of 
television business showed gains for that month over October. 
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PEOPLE IN LAS VEGAS HAVE MORE MONEY TO SPEND ............ p 
68% ABOVE NATIONAL AVERAGE i a 
CONSUMER SPENDABLE INCOME ! ; 
National Average — $1816 per capita 
LAS VEGAS Average — $3040 per capita ! t 


PEOPLE IN LAS VEGAS SPEND MORE MONEY , 


121% ABOVE NATIONAL AVERAGE 
TOTAL RETAIL SALES ! 


National average — $1203 per capita 
LAS VEGAS average — $2760 per capita! 


BUY ALL3 ...LV/TV.. . Las Vegas Television outperforms all other media 


in Las Vegas, because people in Las Vegas watch more television !.............. 7.62 
hours per family daily versus national average of 6.20! 
(Figures computed for year ending January 1, 1960, by an independent firm) 


BUY LAS VEGAS TELEVISION! 


CHANNEL 13 ‘CHANNEL 2 CHANNEL 8 


Forjoe-TV, Inc. Headley-Reed Co. Weed TV Corp. 
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THE WAY IT HAPPENED Newsfront 


Is it a rating or is it a by-product? ...... page 21 


Does television need new vigilantes? ....... page 21 


For a leaner, longer life span .......... . page 23 


*‘Non-Rating”’ Service 

“We're not going into the business 
of producing ratings,” said Albert E. 
Sindlinger, president of the research 
firm bearing his name, “although one 
of the by-products of our service will 
be rating figures.” 

With that 


Sindlinger 


confusing 
& Co. an- 


nounced its entry into the ever- 


somewhat 
statement, 


widening field of “qualitative” tv re- 
search. The new operation, called Tv 
Activity Service, is designed “pri- 
marily to report ownership, pur- 
chases, product consumption, buying 
plans by make or brand and the 
characteristics of the people within 
the audience for each specific tv pro- 
gram,” said Mr. Sindlinger. 

In actuality, however, it appears 
the rating information must of neces- 
sity come first in the new surveys. 
Telephone-call results from a sample 
of 1,600 households each day will be 
published within a week of broadcast, 
listing sets-in-use by quarter-hours, 
total homes tuned to each program, 
homes tuned to part and all of each 
show, share of audience, number of 
male, female and child viewers and 
so on. 

While similar data are now avail- 
able from other sources, Mr. Sind- 
linger believes his figures will present 
greater accuracy. “First,” he notes, 
“the sample is large and changes 
daily—10,000 homes a week, half- 
million a year. Phone calls, we have 
found, get more truthful answers than 
in-person interviews. And daily pub- 
lication of results, 365 days a year. 
eliminates ‘rating week hypos’ and 
the averaging of several weeks of 
data.” His basic ratings, said the re- 
search head, can be sold to agencies 
and networks at about one-half the 
price of any other service. 

In agreement with most of the 


facts-and-figures personalities quoted 
in this issue’s lead article (see page 
25), Mr. Sindlinger holds that the 
important part of future tv research 
is in the qualitative field, which hap- 
pens to be his specialty. “For that 
reason, we are including in our 
January-February interviews — all 
89,600 of them—dquestions on auto- 
mobile ownership and buying plans, 
by make. At the end of eight weeks, 
we will have data on the automobile 
plans of viewers of each of 126 net- 
work programs, along with informa- 
tion on income, age, occupation, sex 
and other characteristics.” 

Following the auto study, inter- 
viewing will proceed in similar fash- 
ion on cigarette smoking, appliances, 
food items and numerous product 
categories. 

Clients already subscribing to the 
new service are Du Pont and Ford, 
with additional names expected to be 
announced shortly. “Such advertisers 
as these,” Mr. Sindlinger reported, 
“are aware of the fact that it is no 
longer feasible simply to have the 
highest-rated program. They find it 
more important to have a program 
reaching the highest number of peo- 
ple disposed and able to buy their 


products.” 


Pressure Programming 


Coming from a staunch advocate 
of freedom from outside interference. 
Edward R. Murrow’s program of es- 
tablishing pressure groups in each 
community to speak against station- 
license renewals recently caught an 
assemblage of the Radio and Tele- 
vision Executives Society slightly off 
guard. 

Such groups, said the CBS news- 
man, “perhaps called Committees of 
Common Sense,” are needed to penal- 
ize those stations who fail to deliver 


what was promised when they ap- 
plied for their licenses. “The stations 
enter into a solemn contract with the 
public,” he stated, “and often break 
it with impunity. The decision to re- 
new their licenses should not be made 
solely by an examiner or an FCC 
judge, but should rest partially with 
the people.” 

Mr. Murrow’s proposal was de- 
signed to apply specifically to tele- 
vision and followed a wider one ap- 
plicable to all media of communica- 
tion. After acclaiming the gains made 
in the area of public information 
during the past year, he told the 
RTES group of 500 that an “In- 
formation Institute” is needed “to 
examine what we do.” In a para- 
phrase of Wordsworth’s sonnet— 
“The world is too much with us. 
Late and soon, getting and spending, 
we lay waste our powers’—Mr. Mur- 
row noted that “we are so busy doing, 
we have neither time nor interest to 
study the effect of what we do.” 

An “Information Institute,” pri- 
vately financed and non-partisan, he 
held, could conduct a_ seven-year 
study to improve the methods by 
which existing media disseminate 
news and information, could make 
the public aware of its own needs, 
help spread new ideas among media 
that want to do a better job and 
publicize threats to the public wel- 
fare—threats such as_ censorship 
and legislation against press freedom. 

The proposal, Mr. Murrow re- 
marked, was not solely his idea and 
has been in his file since 1947 when 
a lack of funds from private sources 
end philanthropic organizations put 
it there, “Action was urgent then and 
is more urgent now,” he said. 

A post-address discussion by sev- 
eral listeners brought forth conflict- 
ing opinions on the merits of the 
plan. “I’m all for a committee telling 
the public what is truthful and what 
isn’t,” said one, “but not for one 
passing on what's ‘good’ for the pub- 
lic and what isn’t.” 

(Continued on page 23) 
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Al Schottelkotte, WCPO-TV Newscaster, looks at spot news footage with Chief Photographer Frank Jones. 


“WITH DU PONT 931 FILM, 
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WE KNOW WE'VE GOT THE SHOTS WE WANT” 


says Frank Jones, Chief Photographer for WCPO-TV, 
Cincinnati, Ohio 
“In fact, we often get usable newsreel footage on 


931 when it’s so dark our cameramen can barely see 
details,” says Mr. Jones. “This film is that fast! 


“It’s a fast film in other ways, too. With the high 
processing speed of DuPont Type 931 Motion Pic- 
ture Film, WCPO can count on shooting news films as 


late as 10:15 and still make the air at 11:00,” reports 
Mr. Jones. 


“These are the reasons we never use any other 
film,” he says, “for both news and commercial work.” 


Whatever your special needs are, there’s a Du Pont 
film that will fill them. All of these films—and com- 
plete data on them—are available from the DuPont 


Photo Products Sales Offices listed below. 


BETTER THINGS FOR BETTER LIVING. .. THROUGH CHEMISTRY 


REG. u. 5. pat. OFF 


Atlanta 18, Ga., 1737 Ellsworth Dr. N. W.; Waltham 54, Mass., 45-4th Ave. (Boston); Chicago 46, Ill., 4560 Touhy Ave., Edgebrook Sta.; Cleveland 16, Ohio, 
20575 Center Ridge Road; Dallas 7, Texas, 1628 Oak Lawn Ave.; Los Angeles 38, Calif., 7051 Santa Monica Blvd.; New York 11, N. Y., 248 W. 18th St; 
Wynnewood, Pa., 308 E. Lancaster Ave. (Phila.). Export, Nemours Bidg., Wilmington 98, Del. In Canada: Du Pont of Canada Limited, Toronto 
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Newsfront (Continued from 21) 


It’s A Fact 


Impressionistically speaking, it 
was a good commercial. It had class 
and conviction. It appeared on Jan. 
1, and there might not be a better 
commercial all year—unless it were 
topped by the next commercial in the 
series. 

It was the Churchill series. It was 
a good program. It was a good com- 
mercial. It was for Metrecal. 

It was like this. A man is walking 
in winter. Central Park; natural day- 
light. Middle-aged man. Can’t see his 
face. Solitary, he treads the snow. 
We are involved with this man be- 
cause he wears a national quilt-work 
of excess poundage. He is likely to 
collapse of a coronary, for the sound- 
track tells us that, in a medical sense, 
fat men are more mortal than slender 
men. 

When children kick a ball into 
the path of the walking man, he stops 
but cannot stoop freely to pick it up. 
He hesitates, then kicks the ball, 
which explodes into the camera lens. 
Cut to the man still walking through 
the winter light. And the man keeps 
walking until his motion is suddenly 
frozen, and text starts rolling across 
the image while a voice informs us: 

1. Watch the trend of your 
weight a 

2. Have regular check-ups . 

3. The doctor is the last word on 
dietary measures .. . 

That was the heart of the artichoke, 
as one viewer saw and recalled it. 
Another person missed the commer- 
cial break and at first thought the 
heavy-set, solitary figure was Sir Win- 
ston Churchill. But these were ex- 
ceptions. Few viewers could miss or 
dismiss the beginning and end of 
the commercial, in which Martyn 
Green, ensconced in a baroque and 
somewhat Faustian set, quietly pleads 
the case against overweight and con- 
cludes: “This program is proudly 
presented by the Edward Dalton Co., 
makers of Metrecal, dietary for 
weight control.” 

Within a few days of the commer- 
cial’s first appearance, reporters were 
petitioning Kenyon & Eckhardt, the 


agency for Mead, Johnson & Co. (of 


which Dalton is a subsidiary), for 
details. K&E, after having been long 
restrained from even acknowledging 
it was the company’s agent, was 
ready to oblige, though naturally 
anxious to share credit with the spon- 
sor. 

The contact at K&E began by say- 
ing this was a classic case of close 
cooperation between agency and 
client. 

One reporter followed the contact 
from a K&E front office over. the 
“bridge of sighs” that gives a long 
view of the sun-shafted chasm near 
Grand Central. Around a few cor- 
ners and down a ramp: projection 
room. 

Bill Gargan, tv production super- 
visor of Filmways, is there and in- 
troduced. He is a sizable man, a 
craftsman who seems to be wearing 
an invisible pith helmet. Lou Nicho- 
laus, the Metrecal account executive, 
is closeted with Bob Sessions, presi- 
dent of Dalton, but the contact man 
goes to see if he can tear him loose. 
Al Sarasohn, the creative director, 
comes in and relaxes in a separate 
row. He seems tired. 

Waiting for the contact to come 
back, Bill Gargan describes the big 
set at Filmways where Martyn Green’s 
part of the commercial is shot. Abut- 
ting right onto the set is a 40-foot- 
high screen where news scenes can 
be projected. Mr. Green can walk 
over to the screen without artifice 
and comment on such things as the 


fight for freedom which is being 























waged around the world. That comes 
in a later series in the campaign. 

What does the freedom fight have 
to do with Metrecal? 

This is a dream client, says the 
contact, who has come back to the 
room without either Mr. Nicholaus 
or Mr. Sessions. Metrecal is truly 
interested in such things. 

Doesn’t it crowd the commercial? 
Did Mead, Johnson insist on includ- 
ing scenes of freedom fighters? 

No. Yes. Neither. Mead. Johnson 
has always been dedicated to public 
service. Its research and products 
owe their success to a traditional as- 
sociation with the public good. 

Sure, such things in a commer- 
cial can get corny, but that’s where 
you have to be careful. 

The commercial in which actor 
Green discusses the fight for freedom 
was shown. It was not corny. A few 
more people joined the group, and 
the talk continued, with now and then 
a question from the reporter. Some 
of the points: 

This was Mead, Johnson’s first en- 
trance into tv. The company was nat- 
urally timid—anxious about its de- 
but. There was a fear of looking like 
some other diet products on tv. A 
“semi-institutional” was decided on. 
Some other discussion points: 

“If we had done this the usual way, 
we'd have shown a can of the stuff, 
with some guy in a white smock mix- 
ing it up and fooling with beakers, 
and a picture of somebody before 


(Continued on page 62) 


425 NO MICHIGAN ave. 
cHicaco 1. ILLINOIS 


> 
po “0 NATIONAL SAFETY Council 


October 27, 1960 


ate Edwin K. Wheeler 
General Manager 

wwJ - WwJ-TV 
Detroit, Michigan 


Dear Mr. Wheeler: 


The march of time has caught up with me, and I'm retiring 
soon after 23 years as director of public information for the National 
Safety Council. 


In ending my tenure of office, I have had occasion to run 
through the list of recipients of our Public Interest Award, which we 
confer annually upon media for exceptional service to safety. And I 
know you are as proud as I am that: 


WJ Radio RE 





Has won more Public Interest Awards than any other 
radio station in the country- 


Is the only radio station to win the award twelve 
consecutive times. 


Has won the award every year since it was created. 


Won the Alfred P- Sloan Award (administered by NSC) 
in 1948 and 1950- 


wWwJ-TV 
Has won more Public Interest Awards than any other 
television station in the country. 


Is the only television station to win the award 
eleven times. 


the Sloan Award in 1956. PFiries ied, 


and many accidents Sr safety programs and 
messages your stations have broadcast. 


1 bespeak for the Council, for my successor, John Naisbitt, and 
for safety in general @ continuation of what you have done in the public 


interest. 
2 ep — 


Paul Jones ) shee 


Director of Public Information 


WWI Rand J-TV 
\ RADIO || W 
etroit’s Basic Radio Stati 2 
Basic tation 
Michigan's Fir 
st Television Stati 
jon 


NATIONAL REPRESEN 
TATIVES: 
PETERS, GRIFFIN, WOODWARD, INC. « OWNED AND OPER 
ATED BY THE DETRO 
IT NEWS 
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46 MAnd don’t forget,” he snarled, “mistakes 
are commissionable too.” 

The speaker was addressing a clutch of his 
advertising-agency confreres, many of whom, 
to his bewilderment, were speaking an entirely 
new language, larded with such words as quali- 
tative quotient, appreciation index, acceptance 
factor, effective viewer. Television is a mass 
medium, the speaker was arguing, and to ven- 
ture out into the uncharted psychological and 
sociological seas of qualitative research is a 
waste of the client’s money: it’s essentially a 
subjective area full of impossible variables. 
“Advertising is still the same old business: you 






Are numbers up? 


Not at all, say researchers 
as new emphasis is placed on the 


why rather than the what 
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rope ’em into a tent, bring out the belly dancers 
and the snake oil—and sell ’em.’ 

This philosophy, to be known henceforth as 
Nielhillism (Nieisen over George Washington 
Hill)—the classic expression of a mass-product 
advertiser’s attitude toward a mass-entertain- 
ment medium—appears to be losing ground 
along Madison Avenue. In its place, or rather, 
to complement it, has come a growing concern 
for the factors behind or beyond quantitative 
considerations. “Cost per thousand—what?” 
asks Clark Cameron of the Opinion Research 
Corp. “Cost per thousand per effective viewer” 
is the tentative conclusion of Arthur E. Duram, 
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senior vice president, Fuller & Smith 
& Ross. 

Does this new emphasis mean that 
number considerations are through? 
Hardly, for numbers are the point 
from which additional qualitative 
date are sought. Or, as Paul E. J. 
Gerhold, vice president, media and 
research, Foote, Cone & Belding, Inc., 
puts it, “audience measurements are, 
and will be, an indispensable part of 
media equipment. But they should be 
identified, without reservation, as the 
point from which we begin to apply 
good sense, good thinking and good 
experience. . . .” 

Mr. Gerhold, in a recent address 
before the eastern annual conference 
of the American Association of Ad- 
vertising Agencies, insisted that “we 
must reassert mastery over our own 
statistics. We must recognize audi- 
ence measurements for exactly what 
they are. 

“They are the yardsticks of our 
part of the business. This is both their 
strength and their weakness, for they 
are yardsticks in a business that des- 


perately needs scales and micrometers 
and reaction meters. They’ are the 
great levelers that permit us to sub- 
ject the most complex and profound 
strategic questions to clerical attack 
and clerical solution. They provide 
authority for a field that wants for 
brilliance.” 


The How and Why 


What is it (in addition to bril- 
liance) that the field lacks? From an 
informal poll taken by this magazine 
among some of the top research peo- 
ple in the business, it would seem 
that in a general sense two factors 
are yet to be measured adequately: 
the how and the why of advertising 
effectiveness, to complement the who 
and the what. 

Problems of semantics and money 
continue to hamper explorations into 
these relatively unknown areas. An- 
other inhibiting factor has been the 
outright hostility directed 
motivational and psychological re- 
search by some of our best research 
people. (“It’s entirely subjective, un- 


toward 


Qualitative research can uncover preferences . . . 
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scientific, almost always biased and 
easily rigged.”’) 

Despite these reservations, more 
qualitative data are being sought to- 
day. The reason is as simple as mon- 


ey: increased tv costs make it impera- 


tive for the advertiser and his agency 


to make the right creative decision, 
as well as the right media decision. 
If the day of the spectacular program 
success is now gone, so is the day 
of the spectacular failure. Qualita- 
tive research is another tool to help 
reduce the risks, take some of the 
gamble out of television advertising. 
And it can also be helpful in making 
that advertising more effective. 

Beyond these immediate economic 
considerations is a larger question: 
how would additional qualitative data 
affect the quality of programs on the 
air? 

First the commercial possibilities. 
Dr. Arthur H. Wilkins, vice president, 
director of advertising and develop- 
mental research, Benton & Bowles, 
Inc., recently proposed that the Ad- 
Foundation, or 


vertising Research 


some such industry group, initiate a 
study into the relationship between 
program reaction and acceptance of 
commercials. 

“Advertisers have not seen,” says 
Dr. Wilkins, “that the popularity of 
a program among its viewers is a 
factor which affects its value as a 
vehicle for their commercials. If they 
have to choose between programs A 
and B, where A has a rating of 20 
and a TvQ of 20 [degree of enthu- 
siasm for the program], and B has 
a rating of only 15 but has a Q of 
40, most advertisers will take the 
higher-rated show and forget about 


the Q.” 
Research Failure 


Dr. Wilkins concedes that there are 
cases where such a decision would be 
the correct one. “But it certainly 
isn’t necessarily correct. If ratings 
have been given undue importance, 
it is at least partly because research 
has failed to develop a technique for 
evaluating programs in terms of their 


effectiveness as commercial vehicles.” 


. which range from slugfests 








Benton & Bowles initiated its own 
investigations into this area and 
came up with some findings which 
stress how important, commercially 
speaking, attentiveness to programs 
is. The study showed that the level of 
commercial recall in the attentive 
segment of the audience averaged 67 
per cent higher than in the less at- 
tentive segment. Says Dr. Wilkins: 
“If we found that 30 per cent of the 
less attentive women could recall the 
test commercial, we would find that 
50 per cent of the more attentive 
women would recall that same com- 
mercial.” 

A commercial for Ansco film was 
similarly measured. Designed equally 


for men and women, its memorability 


for each sex was measured separate- 
ly. Combined results, says Dr. 
Wilkins, showed that the commercial 
was equally memorable for the two 
sexes. But there was a substantial 
difference between the men and the 
women in the program tested (Law 
of the Plainsman) : 31 per cent of the 
men in the program audience re- 
membered the commercial as against 
only 25 per cent of the women. 
“Now let us pretend,” contends Dr. 
Wilkins, “that these percentages are 
entirely accurate, and are projectible 
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. through laughfests to sobfests 


to total tv homes. Law of the Plains- 
man, at the time of this test, had 
a rating of about 21 among women 
and 20 among men. As such, it should 
have been, if anything, a slightly bet- 
ter vehicle for commercials directed 
to women, since it was viewed by 
more women than men. However, if 
we measure the success of the pro- 
gram in delivering a memorable im- 
pression of the commercial, we find 
that Plainsman was 18 per cent more 
effective in carrying the Ansco com- 
mercial to men than to women. 

“The marked difference in atten- 
tiveness in this case was worth five 
rating points, or more than two mil- 
lion viewers.” 


Enjoyment Factor 


One further conclusion from this 
B&B study 


enough but has never before been 


(which seems obvious 


documented): people who enjoy a 
program are more likely to be atten- 
tive (despite distractions in the home ) 
and have a higher commercial recall. 

From his studies Dr. Wilkins feels 
he has established the 


facts: 


following 


Audience attentiveness varies from 
program to program. 
Programs which are viewed more 


attentively are more effective vehicles 
for their commercials. 

Audience attentiveness is enhanced 
by high audience interest in the pro- 
gram and by an absence of compet- 
ing household demands and interests. 

“Having established these general 
relationships,” Dr. Wilkins asks, “how 
can we quantify them with sufficient 
accuracy to make ‘attentiveness’ a use- 
ful adjunct to our present program 
ratings?” He suggests that a study 
be done, covering, among others, the 
following three areas: 

What is the effect of 


household activities on the attentive- 


various 


ness of tv viewers? How do these ac- 
tivities vary from hour to hour, and 
by day of week, for various cate- 
gories of people and of families? 

What is the effect of variations in 
program interest on household ac- 
tivities and specially on the atten- 
tiveness to tv programs? 

One overriding reason for such a 
study: “Today advertisers spend al- 
most three billion dollars in adver- 
tising on tv. We believe that adver- 
tisers and advertising agencies have 
an obligation to find out something 
about the social context in which 
their programs and, above all, their 

(Continued on page 46) 








. - . but will it necessarily lead to better or even different programming? 
















Prisirs tv commercials and 
advertisements in the home has 
been one of the persistently ticklish 
problems of agency research depart- 
ments. 

Not only is there the difficulty of 
obtaining honest responses and accu- 
rate measurements in a_ necessarily 
artificial test situation, but the fur- 
ther problem arises of what to do if 
the results indicate that the commer- 
cial should be changed in some im- 
portant respect. If the ad or com- 
mercial is in the final, or nearly 
final, form needed for a candid view- 
er response, any substantial change 
could be costly indeed. 

The most obvious answer to this 
dilemma is simply to make sure that 
the ad or commercial is so good that 
the likelihood of any change does not 
occur. In such a case, the results of 
the pre-test are used principally as a 
guide in planning other commercials. 


The chief drawback to this method, 
apart from the obvious fact that the 
pre-test becomes little more than a 
rubber stamp, is the unnecessary re- 
strictions it places on the creative 
department. For the pressure to pro- 
duce “good” ads that pass the pre- 
test with flying colors can easily 
become a temptation to produce 
“safe” ads of proven consumer re- 


sponse. 
Creativity Unhobbled 


This invisible hobble on creativity 
was in large part responsible for the 
novel method of pre-testing devised 
by Dr. Richard Baxter, director of 
research at Cunningham & Walsh, 
Inc. 

To help dispel the artificial atmos- 
phere of pre-testing in the consumer’s 
home, the agency custom-built a 
16mm projector into the cabinet of 
a 21-inch tv set. The projector is 


A dummy tv cabinet for 16mm filmed storyboards: the Trojan workhorse of C&W field research teams 


Home-testing commercials 


mounted on tracks so it can be dollied 
back to the focal length of the tv 
screen once the set is placed in the 
home. To simulate an actual picture- 
tube image, the glass on the set is 
frosted. 

Dr. Baxter believes this dummy tv 
set places the viewer in a much more 
believable “television situation” than 
does the separate, outsized screen and 
projector used by many agencies. But 
the major innovation in the Cun- 
ningham & Walsh pre-test is the use 
of “MotionBoards”—that is, a film 
strip of commercial storyboards, in 
place of finished commercials. 

The production cost of a Motion- 
Board is usually under $1,500, as 
compared with the $7,000 to $10,000 
cost of a finished commercial. When 
carefully prepared, the MotionBoard, 
as projected on the back of the glass 
of the dummy tv set, closely resem- 
bles the proposed commercial and 
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permits accurate viewer assessment. 
Since the cost is relatively low, two 
and even three alternate approaches 
to the commercial’s theme can be 
prepared and presented to respond- 
ents. 

More importantly, results from the 
pre-tests can be fed back to the C&W 
creative department and changes 
made before costs become prohibi- 
tive. Occasionally, elements from 
several alternate MotionBoards are 
incorporated in the finished commer- 
cial, depending on pre-test results. 

In the past six months the Cun- 
ningham & Walsh research depart- 
ment has pre-tested close to 20 
commercials and ads, using one of 
its two dummy tv sets. The projec- 
tion technique is coupled with a 
semi-depth interview based on a care- 
fully keyed but flexible questionnaire. 

Dr. Baxter has also taken a second 
look at the prevalent notion that 


spontaneous consumer responses are 
best obtained by knocking on any 
door and walking in with a tv pro- 
jector. Such a procedure, he feels, 
results in unwanted or harassed in- 
terviews, with distractions from un- 
controlled elements like playing 
children and ringing telephones. Or, 
an iu:terview may be lost because the 
interviewer calls at the “wrong time.” 
To avoid this, the Cunningham & 
Walsh field research teams usually 
work by appointments. 


Convenient Interviews 


In a typical situation, one home 
is rented for partial use for several 
days in the community. The dummy 
tv set is installed as naturally as pos- 
sible, and interviewers range through 
the community arranging interviews 
for a convenient hour, at the same 
time openly identifying themselves 
as representatives of the agency or 








client. Taxi fares and baby-sitter 
fees are also furnished where indi- 
cated. 

When the consumer arrives at the 
pre-test home, he or she is seated 
comfortably and shown one commer- 
cial by the interviewer. This is fol- 
lowed by a 15-20-minute interview; 
then a second commercial is shown, 
with a second interview. 

The material projected for the con- 
sumer may include: (1) proposed 
commercials or advertisements for a 
new campaign; (2) competitive ap- 
proaches against a client’s proposed 
campaign; (3) fresh approaches 
against themes from a client’s earlier 
campaigns, and (4) combinations of 
the above. The two commercials on 
the film strip automatically revere: 
themselves with each new respondent 
in order to avoid prejudice from 


order of appearance. 
(Continued on page 59) 








A trick 21-inch 
television screen is 
part of the 
Cunningham & Walsh 


in-home technique 





But teacher, 
said the viewer 


... isn’t a commercial 


television station 


supposed to be 


commercial ? 


f one function of television is to 

educate, a corollary might be that 
the medium should educate the pub- 
lic as to what educational television 
is. 
And, if that statement is somewhat 
ambiguous, it is no more complex 
than the educational-tv system in the 
nation’s number-one market—where 
a commercial channel, WPIX, enjoys 
a touch of schizophrenia and spends 
its mornings and early afternoons as 
a non-commercial, strictly education- 
al outlet. 

The split personality of New York’s 
channel 11 appears to be relatively 





Pupils find more on television than cartoons 


unknown to the city’s newspaper 
video columnists and the public at 
large. Every so often one of the local 
publications will print a television 
editor’s complaint that the “largest 
market in the country, with seven 
commercial channels, lacks full-scale 
Indeed, 
a call to the tv-radio departments of 
several papers brought a variety of 
interesting comments when TV AGE 
asked, “Do you know if New York 
City has an educational tv channel?” 

“IT don’t know if it’s educational,” 
said one respondent, “but there is a 
channel run by the city.” (Ed. note: 
there isn’t.) “I don’t think so,” re- 
plied another, “but there are educa- 
tional programs like Sunrise Semes- 
ter, and channel 11 does carry some 


educational programming.” 


programs—but I may be wrong. I 
don’t watch much daytime tv. You'd 
better check further. I think there’s 
an application in for an educational 
channel, but I haven’t heard what 
happened to it.” 
Fortunately, about one 
school students in the WPIX coverage 


million 


area are not only familiar with the 


outlet’s etv programming, but are 
weekly viewers. And if a lack of 
continual fanfare has clouded public 
knowledge of what’s going on, sev- 
eral thousand letters received each 
week by the station show that a 
goodly number of at-home viewers 
are aware of such facts as these: 

1. wPIx is on the air Monday 
through Friday, from 9:50 a.m. to 
3-3:30 p.m., 
offering a dozen or more programs 


without advertising, 
daily on science, mathematics, lan- 
guages, art, music, history, geogra- 
phy, literature and other subjects. 

2. A small segment of the day’s 

of ) 

fare is aimed at the kindergarten 
level; the 


upper-elementary 


majority is geared to 
and high-school 
levels. 

3. The programming, a project of 
the Board of Regents (a 13-member 
board supervising education in New 
York state), is currently mid-way 
through its third year. 

A fact probably not so well known 
is that WPiX realizes it is losing sev- 


eral hundred thousand dollars yearly 


























from its etv operation—and is not 
unhappy about it. 

“There is obviously a need for 
educational tv in New York,” said 
Leavitt Pope, WPIX vice president in 


charge of operations, “and as an in- 


dependent station, we can provide 


the service. We don’t want it thought, 
of course, that at other hours of the 
day we are not a commercial chan- 
nel; still, during the school year we 
are glad to help solve a problem 
that must be solved.” 


Ten Years Old 


Channel 11’s solution to the mat- 
ter of opening tv’s vast educational 
capabilities to students and public 
alike began a decade ago. In 1951 
the station became the first in the 
market to carry regularly scheduled 
daily educational programs when it 





Teacher on television teaches the how of television 


gave the city’s Board of Education 
a half-hour of time per day. In the 
next few years time allotments were 
expanded until in 1957 seven-and- 
one-half hours per week were being 
contributed to META, the Metropoli- 
tan Educational Television Associa- 
tion—an organization comprised of 
representatives from the New York 
school board, libraries, and so on. 

“In 1953,” said Lev Pope, “the 
state Board of Regents applied for 
eight uhf allocations, one in New 
York and the rest in other markets 
throughout the state. The idea was 
to form a chain for the entire school 
system. At that time, we pointed out 
that the New York area alone in- 
cluded some 60 per cent of the state’s 
students. Additionally, as there were 
few uhf receivers available, it seemed 
unwise to build and staff new sta- 





tions that would provide programs 
for a very limited number of view- 
ers. 

“We suggested, as did others, that 
each commercial channel in New 
York should turn over to the Regents 
two hours of time per day. Such a 
system would get the programs on 
the air quickly and without exorbi- 
tant costs to the state.” 

The time-rotation plan did not 
reach fruition, but in a last-minute 
decision the state legislature voted 
the Regents approximately $350,000 
for a complete educational-tv pro- 
gram. Outlining its aims, the group 
asked New York's stations to bid for 
the program. “WPIXx was chosen for 
the service,” said Mr. Pope, “not 
only because our bid was the lowest, 
but—we believe—because our back- 


(Continued on page 60) 
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he increasingly heavy advertising 

of cameras and film, both by 
manufacturers and retail outlets, is 
swelling television totals normally in- 
vested by jewelry and _ timepiece 
makers and the specialty stores which 
quite often handle all three lines of 
merchandise. 

Where a few years ago credit 
jewelers were one of the most im- 
portant local advertisers—and they 
still fill a considerable place in many 
a station’s list of clients—today a 
larger volume of television time is 
used to promote Eastman, Polaroid, 
Bell & Howell and others. While a 
large portion of this is network 
money, in many markets this network 
total has been boosted locally by ID’s 
and announcements telling where the 
goods can be obtained. Sometimes 
these are camera and photography- 
supply stores, other times the sponsors 
carry jewelry and watches as well as 
photographic supplies. 

In 1959 the Television Bureau of 
Advertising reported $13.9 million 
spent for network television in the 
watches, jewelry and cameras product 
group. This compares with the $12.9 
million spent in 1958. In the first six 
months of 1960 the total was $6 
million. 

In national spot the same group of 
advertisers spent an estimated $3.8 
million in 1959, and, although no esti- 
mate is available on the amount spent 
locally, most experts believe it was 
even larger, for a total in spot and 
local of about $9 million. 

Total television advertising for 
watches, jewelry and cameras comes 
to the neighborhood of $25 million, 
and that, as the advertising fraternity 
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is wont to comment, is a very re- 
spectable neighborhood indeed. 
Reason for the swing of camera 
and photo-supply makers to television 
is apparent. Not only is television 
ideally suited to demonstrate such 
equipment in use, but photography’s 
best markets are the younger house- 
holds and households with children— 
the family audience, an area where 
television’s reach is unequaled. 


National Level 


On the national level the manufac- 
turer is continuing his major ex- 
penditures in television. Eastman 
Kodak Co. is continuing to sponsor 
The Ed Sullivan Show (CBS-TV, 8-9 
p.m., Sunday) and the Ozzie and 
Harriet show (ABC-TV, 8:30-9 p.m., 
Wednesday). It is also currently 
sponsoring a line-up of daytime pro- 
grams on many CBS-TV stations, in- 
cluding December Bride, 10-10:30 
a.m., Monday-Friday; Video Village, 
10:30-11 am., Monday-Friday; / 
Love Lucy, 11-11:30 a.m., Monday- 
Friday, and Clear Horizons, 11:30 
a.m.-12 noon, Monday-Friday. Last 
year Eastman alone spent $5.6 mil- 
lion in network television. 

Polaroid has bought The Garry 
Moore Show (CBS-TV, 10-10:30 
p-m., Tuesday) and Person to Person 
(CBS-TV, 10-10:30 p.m., Thursday), 
as well as The Deputy (NBC-TV, 9- 
9:30 p.m., Saturday). 

Bell & Howell, in its most extensive 
undertaking, is sponsoring the ABC- 
TV series on Sir Winston Churchill 
and the Close-Up series on the same 
network. 

General Electric has bought the 
popular ABC-TV program, Leave It 


to Beaver (8:30-9 p.m. Saturday), 
to promote its photoflash equipment. 

All of these sponsors will use 
national spot television from time to 
time and expect to furnish their deal- 
ers with film and other support for 
local programming or spots to pro- 
mote their individual lines. Neil 
Schreckinger, account executive at 
Doyle Dane Bernbach, Polaroid’s 
agency, sums up the reasons for the 
manufacturer's use of television: 
“What better way is there to sell a 
camera than to show it in action and 
then show immediately the picture 
you took?” 

Eastman Kodak supplies dealers 
with tv spots free of charge in 12- 
second and 33-second lengths. These 
advertise Kodak amateur cameras and 
promote the idea of picture taking 
and photo finishing. In addition, 
Kodak will produce dealer-identifica- 
tion trailers free. These, coupled with 
a 33-second body, make a 60-second 
spot. A trailer for the 12-second body 
is eight seconds long and makes a 20- 
second spot. These trailers may con- 
sist of the dealer’s name and address, 
superimposed on a picture of his store 
front or interior, or a simple anima- 
tion of the dealer’s logo. 

Among the stores which have used 
this Kodak service are Camera and 
Craft, Chattanooga; The Camera 
Shop, Zanesville; Co-op Drug Co., 
Fairbanks; L. F. Hamlin, Bingham- 
ton; Hauke Drug Store, Scottsbluff; 
Kyle & Co., Clarksburg, W. Va.; Mid- 
west Photo Service, Grand Junction, 
Colo.; The Miller Studio, Pierre, S. 
D.; Moen Photo Service, La Crosse; 
The Photo Shop. Las Vegas, and 
Yankee Store, Hamilton, Bermuda. 





Polaroid also has films available 
for the use of its dealers. These films 
come in 10-, 20-, 50-, 60- and 90- 
second lengths. They also furnish in- 
formation to dealers on the best way 
to go about buying television time, 
what times are best, and how to give 
live commercials with a Polaroid 
Land Camera. 

In 1959 Bell & Howell spent $203,- 
500 in national spot, Eastman $107,- 
470, and Revere Camera Co., which 
did not have a large network invest- 
ment, $573,000. Total spot for the 
year in the camera and photographic 
field is estimated at $1,170,000. 

Several watchmakers have been ac- 
tive in network television. Last year 
Bulova is estimated to have invested 
$1.7 million in network time, Elgin 
$624,000, Longines Wittnauer $325,- 
000, U. S. Time Corp. $745,500, and 
Watchmakers of Switzerland $114,- 
000. 


Group Investments 


Watchmakers have not been active 
in spot, but many dealers have used 
television time to promote watch sales. 
Most of these dealers have also 
utilized television to promote their 
entire line of merchandise. Several 
of the larger investments have been 
made by groups operating a number 
of stores in several markets. 

One of these is Zale’s, which is es- 
timated to have spent $250,000 in 
national spot last year. 

Television is credited with mak- 
ing the Zale’s store in downtown 
Albuquerque the number-one store in 
the chain. Using a heavy schedule 
of spot announcements on KOB-TV 


(Continued on page 66) 
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Channeled for youth 


‘Expedition: Local’ 
collaborates with 
educators to supplement 


school programs 


new concept in commercial tele- 
A vision programming was started 
by ABC-TV in September of last year 
with its Expedition and Expedition: 
Local public-affairs shows. The week- 
ly half-hour documentary is spon- 
sored two out of every three weeks 
over the Ralston 
Purina Co., while on the third week 


network by the 


an Expedition: Local show is locally 
produced and locally sponsored over 
79 ABC-TV stations at the present 
time. 

The national Expedition series 
films of 
great expeditions of past years, such 
as the IGY trip to Antarctica, trips 


into Africa and the conquering of 


consists of documentary 


Mount Everest. The program is seen 
on the network on Tuesdays 7-7:30 
p.m. 

Every third week this same prime 
time is available for local stations to 
produce a community-service show 
designed as a collaboration between 
commercial television and education. 
The intent of the local series is to 
provide an informative and entertain- 
ing supplement to the school cur- 
riculum through close cooperation 
between the tv station and the local 
school in programming the shows. 

In connection with the educational 
slant to the Expedition: Local pro- 
grams, Ralston Purina officials asked 
14 leaders on all levels of the educa- 
tional field to form a council which 
would enlist the support of teachers 
and students for the programs. As a 
result, the National Advisory Council 
was organized, consisting of past 


presidents, current trustees and direc- 
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Sam Levenson hosts Education Tailor-Made on WABC-TV 


tors of the National Education Asso- 
ciation, the American Association of 
School Administrators, the National 
School Boards Association and the 
National Association of Secretaries of 
State 


national council in turn communi- 


Teachers Associations. This 
cates with educators in each ABC- 
TV affiliate station’s broadcast area 
and asks them to form an Expedition 
Education Advisory Council in each 
of these communities. 


Curriculum Extensions 


The Ralston Purina National Ad- 


visory Council is responsible for 
school programs to help teachers 


make the most of Expedition and 
Expedition: Local as curriculum ex- 
tensions. As a major part of the 
school program, lesson plans, study 
guides and special releases are sent 
by the local advisory councils to the 


York ABC-TV’s 


teachers. In New 


Education Service Department sends 
out for each show lesson plans and 
guides to over 1,300 public. private 
and parochial schools. In the lesson 
plan for the Expedition: New York 
program over WABC-TV New York on 
Nov. 15, New York With Love, teach- 
ers of social studies and English were 
given an introduction to the program 
and then offered several suggestions 
for further reading. 

The lesson plan stated in part: “In 
its third program Expedition: Neu 
York seeks to escort its viewers on 

a voyage of selection and in- 
York 
through the eyes of poets and other 
writers, WABC-TV aims to show how 


terpretation. Observing New 


the literature concerning our city, 
like all good literature, is both a sur- 
face description of a specific subject 
and a deeper commentary on life. In 
this way, students may be guided to 


(Continued on page 67) 








nds 
und 
ate 
son 
ork 
on 
ich- 
ere 
‘am 


ons 


“In 
Vew 

on 

in- 
ork 
ther 
how 
rity, 
sur- 
j ect 


d to 
67) 








Film Report 





PILOTS PILE UP 

As reported here Jan. 9, the laws 
of profit and loss have not apparently 
acted adversely on the spirits of the 
many producers who are plunging on 
pilots on an unprecedented scale this 
year. However, the law of natural 
selection and survival, as it operates 
in the surrealist world of statistics 
and ratings, continues to favor pilots 
on situation comedies, private eyes, 
westerns and mutants. 

One perceptible trend shows pro- 
ducers shying away from westerns, 
concentrating on comedy, adventure 
and detective material, but also try- 
ing to develop dramas out of other 
media, notably books, films and 
newspapers. 

In addition to the several score 
pilots already announced here this 
year, the following are planned: 

Five half-hour shows at CBS 
Films: three comedies, one western 
and one action-adventure show. All of 
the pilots, which will be ready for 
screening by March 1, feature per- 
sonalities whose careers have been 


hitherto confined to films. 

Besides Hollywood acting names, 
the pilots will pool considerable quan- 
tities of top creative writers, pro- 
ducers and directors. Among the 
scripters on the pilots are Max Shul- 
man, Borden Chase, Norman Jolley 
and Frank Gabrielson, all of whom 
are expected to continue writing their 
shows if the pilots are successfully 
received. 

One of the CBS pilots was shot in 
Hollywood, and the other at the 
Desilu Studios in Culver City last 
month. Two more are being shot at 
Desilu this month, and a third goes 
into production at MGM. 

Desilu, not incidentally, will itself 
have a minimum of six pilots for 
sale, at least three of them half-hours. 
Among the new additions are You 
Can't Win ’Em All and Homicide, 
Et Al. My Wife's Brother has been 
chosen as the title for the long-pend- 
ing Martin and Rowan comedy. Cy 
Howard is producing the latter, as 
well as another comedy drama, 
Mickey and the Contessa. 
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64mRp ave Stallion affords complete 

8B satisfaction in every way to 
us.” These 10 telling words from a 
sponsor were backed up by a one- 
year renewal of contract for Inde- 
pendent Television Corp.’s syndicated 
western over WPIX New York, WBZ-TV 
Boston and wPRO-TV Providence. The 
sponsor is Drake Bakeries. In an- 
nouncing the renewal of contract, 
John Loeffler, vice president in 
charge of sales at Drake, listed the 
three qualities he considers prime in 
selection of a tv program: 

“Tt must be designed to reach all- 
family audiences. 

“It must be a program that can 
build sponsor identification—a whole- 
some, quality-program with which 
Drake Bakeries would want to as- 
sociate themselves. 

“Tt must have the ability to at- 
tract large audiences.” 

On point one. audience studies 


5 hace de am Drake Bakeries, Inc. 





prove the family appeal of westerns. 

On point two, Brave Stallion has 
been frequently cited by civic groups 
for its public service qualities. 

On point three, the program has 
reaped excellent ratings in syndica- 
tion regardless of time slot. Last 
November it scored an Arbitron high 
of 22.0 on wPIx, triple the rating of 
its closest network competitor. 


Screen Gems, with a lion’s share 
of next season’s pilots, has the fol- 
lowing in the works: Archie, a half- 
hour comedy based on the syndicated 
comic strip and envisioned as a 
kind of up-to-date Henry Aldrich; 
Operation Female, starring Polly Ber- 
gen, and Bringing Up Mother, both 
half-hour situation comedies, and The 
Baron, an hour-long adventure drama 
being written by Richard and Mary 
Sale. The company is expected to 
have as many as eight or nine new 
series offerings in the can by April. 

ABC-TV has contracted for two 
more co-production deals in what is 
becoming an impressive number for 
the season: Barnum the Great, based 
on the life of the showman, which 
will be produced by Pat Boone’s 
Cooga Mooga Productions, and Bev- 
erly Hills Is My Beat, being written 
from the book of the same name by 
the city’s police chief, Clinton An- 
derson. 

California National Productions 
has six pilots in the works. Some 
tentative titles: Three White Hats, 
based on “worldwide exploits of 
present-day Texas Rangers” and pro- 
duced by Wilbur Stark at the MGM 
studios; Police Surgeon, script by 
Jameson Brewer, to be produced in 
cooperation with the Los Angeles 
Police Department by Henry Kessler 
on location in and near L.A.: War 
Birds, based on World War I experi- 
ences, to be produced by Sam Neu- 
man for Filmways at Shelter Island, 
San Diego. 

CNP also has a pilot coming up 
called The Wellington Bones Show, 
a half-hour, full-color cartoon series 
scripted by Bob Woodburn, to be 
produced by Mr. Woodburn and 
Herb Johnson for the Alexander Film 
Co. of Colorado Springs. 

Other pilots either just finished or 
in production include Warner’s The 
Force, a one-hour series based on the 
adventures of the Royal Canadian 
Mounties, and Ziv-UA’s The Sky 
Divers, yet another adventure series, 
this one featuring Ken Curtis and 
Janet Lake. Ivan Tors is the pro- 
ducer. 
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New pilots by indies include Tan- 
dem’s (Bud Yorkin-Norm Lear) 




















































Advertising Directory of 


hour comedy, Three to Make Ready; 


SELLING COMMERCIALS John Floria’s The Eye and I, starring 


Norman Alden, and Omar Produc- 
tion’s (Omar Garrison, Gordon 





Heaver, S. Earl Wright) Sunday 


Theatre, an anthology of one-hour 
Ban © Ogilvy, Benson & Mather Corvair * Campbell-Ewald Co. - 8) 
, religious dramas. 





PRODUCTION BREAK 

During the Battle of Shrewsbury, 
Frank Pettingwell, who plays Falstaff 
in the BBC-TV Shakespearean cycle, 
An Age of Kings, had to lay hidden 
behind and under a bale of hay. On 





the camera run-through, he had trou- 





WONDSEL, CARLISLE & DUNPHY, INC., New York GROUP PRODUCTIONS, INC., Detroit ble getting out of the hay. When he 
finally burst forth, sending straw fly- 
ing, he stopped the action by bellow- 
ing, “In every packet of ‘serial’ corn 

Brillo * J. Walter Thompson Detroit Bank & Trust Co. * Ross Roy B.S.F. & D. 


you'll find a plastic Falstaff.” 

The cycle of 15 plays is based on 
five of Shakespeare’s historical plays. 
Acquired by Metropolitan Broad- 
casting Corp. last month, the series 
is being sponsored by Standard Oil 
of New Jersey. 


COMMERCIAL CUES 


In Hollywood, Hanna-Barbera Pro- 





ductions and Animation, Inc., both 





distributed considerable sums of 
money to employes in profit-sharing 
Dove Soap * Ogilvy, Benson & Mather plans, following year-end accounting. 

= For eligible members of H-B Produc- 
tions, the amount will average close 
to $350 apiece, with a total of more 
than $50,000 being disbursed, each 
person with the firm more than a 
year receiving a full two weeks’ sal- 
ary. At Animation, where the plan 





is now in its fifth year, heads of de- 


Po) am |‘ 
GENERAL TELEVISION NETWORK, New York partments receiv ed two weeks pay, 
other workers getting one week’s 





| salary. 





Playhouse Pictures has created two 
new running characters for products. 
In eight spots for the Pacific Tele- 
phone Co. (BBDO, San Francisco) a 
semi-shaggy dog is featured; in five 
spots for Shur-Fresh Foods (Miller, 
Mackay, Hecht & Hartung, Seattle) 


a grocery character and shopper are 
spotlighted, Sterling Holloway and | 


June Foray providing the voices. 





FILMEX. INC.. New York The company is also on its fifth year 
: of producing commercials for Fal- 





staff (Dancer-Fitzgerald-Sample, New 
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York) and Burgermeister (BBDO, 
San Francisco), as well as on a new 
series of Peanuts openings for Ford 
(J. Walter Thompson). 

General Film Laboratories has 
transferred Neil Keen from its Kan- 
sas City to its Hollywood offices in a 
key executive capacity, supervising 
the commercial film operation. Jack 
West replaces Mr. Keen in the mid- 
west. 

ANIMATION INNOVATION 


A novel technique of film anima- 
tion which is said to cut production 
costs at least 30 per cent has been 
successfully pioneered and tested by 
HFH Productions and Cunningham 
& Walsh. A 13-minute, full-color in- 
dustrial film, prepared by the two 
companies for the American Automo- 
bile Manufacturers’ Association and 
shown in Detroit last July, drew con- 
siderable favorable comment from 
those who saw it. The method will be 
applied to tv films within the next 
few months. 

The technique involve; the creation 
of “MotionBoards’—i.e., film strips 
of storyboards (see page 30), from 
a series of free-style illustrations that 
resemble somewhat the line-drawing 
technique found in Lord & Taylor 
print advertisements. 

The line drawings are then com- 
bined with abstract colored shapes. 
In making these into MotionBoards, 
the complete drawing is mounted and 
photographed by a camera that moves 
in a planned motion involving quick 
cuts and pans that give an illusion 
of space and motion. 

Vernon Steffan, the C&W art di- 
rector who did the drawings for the 
film, believes the effect of the fin- 
ished product is considerably height- 
ened if the drawings are kept as sim- 
ple as possible. 

“Although the basic method of do- 
ing animations this way is related to 
print techniques,” he says, “the artist 
can’t forget that the viewer won’t 
have the time to look at the drawings 
in the way he would if they appeared 
in a magazine. Therefore, he should 
take out all unnecessary lines as they 
only tend to confuse the viewer of 
the film.” 

Mr. Steffan also points to the neces- 
sity of getting as much movement 


Advertising Directory of 


SELLING COMMERCIALS 





Dr Pepper Co. * Grant Advertising 





KEITZ & HERNDON, Dallas 





a ~ 


WATIONAL SCREEN SERVICE CORP., New York 





Du Pont Institutional « BBDO 





TRANSFILM-CARAVEL INC., New York 


Jell-O * Young & Rubicam 





FILMFAIR, Hollywood 





4 


General Foods * Young & Rubicam 
a 








PELICAN FILMS, INC., New York 


Kraft Foods * Needham, Louis & Brorby 





ANIMATION, INC., Hollywood 





Golden Books, Inc. * The Wexton Co., Inc. 





WILBUR STREECH PRODUCTIONS, INC., New York 









Rexall « BBDO 


Ses 


% : 2 ees 
Dd. VWihiaS es 


RAY FAVATA PRODUCTIONS, INC., New York 





January 23, 1961, Television Age 39 








Advertising Directory of 


SELLING COMMERCIALS 





Reynolds Metals Co. © Clinton E. Frank 





CBS TELVISION PRODUCTION SALES—TAPE 


The Toni Company * North Advertising 





KTTV TAPE PRODUCTIONS, Hollywood 





Standard Oil Company * BBDO 





AMERICAN TELEVISION ENTERPRISES, Hollywood 


Trans-Lux Television, Inc. 











State Farm Insurance Co. * NL&B 





PANTOMIME PICTURES, INC., Hollywood 





CBS TELVISION PRODUCTION SALES—TAPE 





Tidy House * Guild, Bascom & Bonfigli 





PARAPIC SERVICE CORPORATION, Hollywood 


Yellow Pages—Canada © Spitzer, Mi'ls & Bates 





ELEKTRA FILM PRODUCTIONS, INC., Hew York 





40 January 23, 1961, Television Age 








into the drawing itself as possible. 
“The lines must have excitement, 
speed and motion. If the drawings are 
static, no amount of camera manipu- 
lation will bring them to life.” 

How does the method save pro- 
duction costs? Principally because 
fewer boards and drawings are used 
than in usual animation methods. 
One simple but powerfully executed 
drawing takes the place of a great 
many animation designs. The draw- 
ings are rich enough to hold the 
viewer without rapid changes. 


Ziv-UA’s Sea Hunt has been sold 
to 12] markets. Among the new sta- 
tions are KMID-TV Midland, Tex.: 
Providence; WISN-Tv Mil- 
KTSM-TV_ El 


WPRO-TV 
waukee; Paso, and 
WDAM-TV Hattiesburg, Miss. 

Screen Gems’ Tightrope, which 
was syndicated following the termi- 
nation of its network run in Septem- 
ber, has been sold in its 95th market. 
Ranco Construction Corp. is sponsor- 
ing the adventure series in Chicago 
on WGN-TV. 

The Paramount pre-1948 features 
have been sold to seven more sta- 
tions. Newest purchasers of the pack- 
age, which includes such films as 
Going My Way and For Whom the 
Bell Tolls, include WMAz-TvV Macon; 
wpBo-Tv Orlando; KSLA-TV Shreve- 
port; WREC-TV Memphis; WREX-TV 
Rockford, Ill.; wNBF-Tv Binghamton 
and KGNC-TV Amarillo. 

wor-tv New York has purchased 
40 post-1950 Warner Bros. films for 
more than $1 million from Seven 
Arts Associated, which is presently 
negotiating with RKO General, Inc., 
for sale of the package to RKO mar- 
kets in Los Angeles, Detroit, Mem- 
phis and Boston. 

KCOR-TV San Antonio has bought 
six Spanish-dubbed film series from 
Independent Television Corp. The 
programs will be broadcast not only 
to the large Spanish-speaking audi- 
ence in the area, but to many sets 
across the Mexican border. 

Goodson-Todman Productions has 
released figures showing 1960 to be 
a record sales year. Sales were up 
25 per cent over 1959 for the 12- 


month period, and a 30-per-cent in- 
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crease is predicted for 1961. The 
company now has 121% hours a week 
of full network’ time. 


PERSONNEL ... 


At Ziv-UA, Joseph Kotler, for- 
merly sales manager of the New York 


MR. KOTLER 


MR. HAMBURGER 


sales department, was elected vice 
president in charge of all New York 
sales. In announcing the promotion, 
M. J. Rifkin, Ziv-UA executive vice 
president in charge of sales, also an- 
nounced the promotion of Richard 
Hamburger from assistant sales man- 
ager to sales manager of New York 
syndication sales. 

Harold Winston appointed general 
manager of Screen Gems de Mexico, 
S.A. He will supervise sales of Screen 
Gems’ programs throughout Latin 
America. Russell Karp, director of 
contract negotiations of Screen Gems, 
was elected secretary of the Columbia 
subsidiary. Mr. Karp 
simultaneously announced the expan- 
sion of the department with the ad- 
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WORLD’S LARGEST 


STOCK FOOTAGE LIBRARY 


Columbia Pictures, Pathe News, 
and many others 


SHERMAN GRINBERG 
FILM LIBRARIES, INC. 


1438 N. Gower St., Hollywood 28, Calif., HO 4-749! 
245 W. 55th St., New York 19, N. Y. JU 6-8750 











dition of two 
Seymour 
Frankfurt. 

In New York, John P. Atherton 
will join Wilbur Streech Productions 
as vice president and musical direc- 
tor, it was announced by Wilbur 
Streech, president. Mr. Atherton was 
previously vice president in charge of 
tv production at Kastor Hilton Ches- 
ley Clifford & Atherton. 

Ken Drake has joined the staff of 
On Film, Inc., as animation and 


lawyer-negotiators, 
Horowitz and Michael 


aerial-image director. Mr. Draké was 
formerly production manager of UPA 
Pictures, Inc. 

John H. Burns has been elected 
vice president in charge of tv sales 
for MGM-TV. Mr. 


Burns joined 


MGM.-TV as director of national sales | 





MR. BURNS 


in April of 1959 and became gen- 
eral sales manager in November 
1960. He was previously vice presi- 


dent and director of national sales | 


for ABC Films, Inc. 

Also at MGM-TV, Robert Justman 
has been appointed production liai- 
son executive. . .. Arthur Zeiger has 
joined MGM.-TV as assistant director 
of business affairs on the east coast. 


MEL HARRIO 













Mr. Zeiger’s newly assigned sphere 
of activities will include negotiations 
with talent, packages and networks. 
. . . J. Albert Trescony has been 
named head of casting for MGM-TV. 
He had been director of talent for 
MGM for the past 12 years. During 
the past few years he has also been 
directing tests of the studio’s young 
players and tv personalities. 

Format Films, Inc., has been 
signed to create five animated ty 
commercials for Gold Bond Stamps 


and seven commercials for Hills 
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THE REAL McCOY! Not a background 
projection! This scene, from a 60-second 
TV film commercial, was shot, as a unit, 
skyline and all, from the roof of a Brooklyn 
hotel. It comes to viewers real as life, and 
—real importantly—at lowest possible cost. 
And so it goes—whenever you want the 

~ exceptional—turn to film. For film, and film 
alone, gives you the opticals, the other 
effects, you must have for high-polish com- 
mercials .. . provides animation . . . assures 
coverage and penetration the world over. 






For further information, get in touch with Motion Picture Film Department 


EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


East Coast Division Midwest Division West Coast Division 
342 Madison Avenue 130 East Randolph Drive 6706 Santa Monica Blvd. 
New York, N.Y. Chicago |, Ill. Hollywood 38, Calif. 


or W. J. German, Inc. Agents for the sale and distribution of 
Eastman Professional Motion Picture Films, 
Fort Lee, N.J., Chicago, Ill., Hollywood, Calif. 


PRODUCER: Gray-O’Reilly Studios 
ADVERTISING AGENCY: Young and Rubicam, Inc. 
ADVERTISER: General Cigar Company, Inc. 
PRODUCT: Robt. Burns Continental 


Reproduced from retouched 20X enlargement of original 35mm film. 





Bros. Coffee. All 12 commercials will 
be produced and directed by Herbert 
Klynn and Osmond Evans, respec- 
tively. 

Renville McMann appointed direc- 
tor of Trans-Lux’s expansion in 
closed-circuit tv for industrial and 
commercial firms, and for institu- 
tions such as schools and hospitals. 

Arthur Manella elected to the 
board of directors of Desilu Produc- 
tions, Inc. Mr. Manella has served 
as special tax counsel to the com- 
pany for the past eight years. 

George Elber, prominent attorney 
in the tv and radio fields, joins Four 
Star Television as vice president and 
executive assistant to Tom McDer- 
mott. . . . Budd Weeding has joined 
the Chicago office of Clinton E. 
Frank, Inc., as a tv writer-producer. 
He formerly held the same post with 
Leo Burnett, Inc., in Los Angeles. 

Louis Mucciolo appointed execu- 
tive vice president in charge of the 
production division of ARTS, Inc., 
it was announced by Gerald Auer- 
bach, president . . . William C. Vidas 
named midwestern representative of 
Hollywood Television Service, a di- 
vision of Republic Corp. . . . Ed 
Palmer, executive producer of Golf 
Tip of the Day, is planning a new tv 
series on bowling consisting of 195 
Anthony 
Azzato has resigned as syndication 


five-minute episodes 


sales supervisor of NTA. For most of 
his five years with the company Mr. 
Azzato was director of station rela- 


tions for the NTA Film Network. 


ADDENDA ... 

Ratings indicate that at least some 
syndicated programs are meeting 
anything but a cold front. Screen 
Gems’ Ivanhoe, which bowed on 
Christmas Sunday drew a 13.7 Arbi- 
tron, which was tops in the 6-6:30 
p.m. time period and 80 per cent 
above the previous syndicated show, 
Hawkeye, in the slot. Ivanhoe, a fast- 
moving show with picaresque plot, 
slowed only slightly by periwigged 
exegesis, held 39.1 per cent of view- 
ers, the sixth highest share on the 
day’s schedule. 

Producers who are leaping to 
space-age slants in commercials might 
do well to contemplate a recent study 


cited by the Schwerin Research Corp. 
An advertiser coupled an appliance 
commercial with three different in- 
stitutional tags, one dealing with the 
company’s research in stellar space 
with radio telescopes, another dealing 
with company-built electronic brains, 
and a third linking the company’s 
research to safer travel through more 
effective weather forecasting. 

The weather tag outpulled the 
other tags by a high percentage. A 
re-test of the same tags with a second 
commercial produced the same re- 
sult, leading the company to place 
more emphasis on the earthbound 
aspects of its research. 

Tallahassee 7000, another syndica- 
tion from Screen Gems, got off with 
a 12.0 ARB on Jan. 3, which put it 
neck-and-neck with Bugs Bunny and 
a notch ahead of Laramie. 

Dynamic Films, Inc., takes a giant 
step into syndication with the news 
that the firm has signed an agree- 
ment with Danziger Productions for 
distribution in the U.S. and Canada 
of its tv series, The Cheaters, starring 
John Ireland. Dynamic will handle 
other features and film series by 
Danziger in the future. 

Sterling Television Co., Inc., has 


closed three major contracts: with 
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of mood music for titles, bridges, 
backgrounds. 
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ABC-TV to produce further cycles in 
the Silents Please series, half-hour 
sound versions of great film classics; 
with Theodore Granik for national 
distribution of his program, Youth 
Wants To Know, and with Peter Pan 
Foundations via its agency Ben Sack- 
heim for The Legend of Valentino, 
an hour-long Wolper-Sterling Pro- 
duction due in April. The three con- 
tracts have an estimated gross of 
$2.2 million for Sterling over the 
next three years. 


Film Commercials 


FILM FAIR 


Completed: Ralston Purina Co. (Ry- 
Krisp), GB&B; General Foods Corp. 
(Jell-O), Y&R; Procter & Gamble (Jif), 
Burnett; California Oil Co. (Chevron gas), 
Rippey, Henderson, Bucknum. 

In production: General Foods Corp. 
(Jell-O), Y&R; Procter & Gamble (Jif), 
Burnett; Kellogg Co. (cereals), Burnett; 
Bardahl Oil Co. (Bardahl), MMH&H:; 
Blitz Brewing Co. (beer), Johnson & 


Lewis; Fritos Co. (Fritos), EWR&R. 
KEITZ & HERNDON 


In production: Fort Worth National Bank 
(services), Glenn; Texasweet, Inc. (grape- 
fruit), Glenn; Lone Star Gas Co. (ap- 
pliances), EWRR; Dr. Pepper Co. (soft 
drinks), Grant; Campbell-Taggart Assoc. 
Bakeries, Inc. (Vim, Contour, Trim bread), 
Bel-Art; Holsum Bakers (bread), Rogers 
& Smith; Humble Oil Co. (gasoline), Me- 
Cann-Erickson. 


IMAGINATION, INC. 


Completed: Standard Oil Co. (heating 
oil), BBDO; Sano Guard, Inc. (On 
Guard), Nor Cal; Pacific Sales Co. (Fruit 
Stik), Dawson & Turner; California Spray- 
Chemical Corp. (Ortho, Isotox), McCann- 
Erickson; Alemite Co. (Alemite), Roy S. 
Durstine; Kilpatrick’s Bakery (bread), 
Reinhardt; Lucky Lager Brewing Co. 
(beer), McCann-Erickson; Pacific Tele- 
phone Co. (service), BBDO; Golden Grain 
Macaroni Co. (Noodle-Roni), McCann- 
Erickson; Sunlite Bakery, Inc. (bread), 
BBDO. 


¥ 





ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: Quaker Oats Co. (Puss N’ 
Boots), Spitzer & Mills; U.S. Steel Corp. 
(institutional), BBDO; General Mills 
(Kix), D. P. Brother; Humble Oil & Re- 
fining Co. (gasoline), McCann-Erickson; 
Sandura Co. (Sandran), Hicks & Greist; 
R. H. Donnelly & Co. (Yellow Pages), 
Spitzer & Mills; California Oil Co. (Chev- 
ron Supreme), BBDO; Boyle Midway Co. 
(Antrol Spray), JWT; Filene’s Department 
Store (store), Wesley; Johnson & Johnson 
(Band-Aid), Y&R; Modern Broadcasting 
(WABC-TV), direct. 

In production: General Electric Co. (auto- 
matic skillet), Maxon; General Motors 
Oldsmobile Div. (cars), D. P. Brother; 
U. S. Steel Corp. (institutional), BBDO; 
General Electric (show opening), Maxon; 
Coca-Cola Co. (soda), McCann-Erickson; 
Dutch Masters Cigar Co. (cigars), EWRR; 
Minnesota Mining & Mfg. Co. (Scotch 
Brite), BBDO; Brillo Mfg. Co. (soap pads), 
JWT; Radio Corp. of America (television 
sets), JWT; Nestle Co. (Nescafe), Wm. 
Esty; Quality Bakers, Inc. (bread), direct; 
G. H. P. Cigar Co. (cigars), Compton; 
Pan-American Coffee Bureau (institutional), 


BBDO. 


RAY FAVATA PRODUCTIONS, 
INC, 


Completed: United States Army Reserve, 
D-F-S; Rexall Drug Co., BBDO; Colgate- 
Palmolive Co., Inc. Filmways; National 
Biscuit Co. (Millbrook bread), Goulding- 
Elliott-Graham/McCann-Erickson; _ Frigi- 
daire Div. General Motors (washer & dry- 
er), D-F-S. 

In production: General Mills, Inc. (cereals), 
D-F-S; National Biscuit Co. (Millbrook 
bread), Goulding-Elliott-Graham/McCann- 
Erickson. 


GRAY & O’REILLY 


In production: Gulf Oil Co. (gasoline), 
Y&R; Northam-Warren Corp. (Odorono), 
Ellington & Co.; Bymart-Tintair, Inc. (Tint- 
air), KHCC&A; Revere Copper Co. (kit- 
chen ware), Adams & Keyes; General Cigar 
(White Cwl), Y&R; Liberty Life (insur- 
ance), Merrill-Anderson. 


RAY PATIN PRODUCTIONS 


Completed: Crocker Anglo National Bank, 
JWT; Quaker Oats Co. (Flako Products 
Division), Clinton E. Frank; General Mills, 
Inc. (Frosty-O’s), D-F-S; Campbell Soup 
Co. (Franco-American Products), Burnett. 


INVENTIVE 
Wilding tv 


CHICAGO DETROIT HOLLYWOOD 
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In production: Jack’s Cookie Company, Inc. 
(Jack’s cookies), Fitzgerald; Detroit Bank 
& Trust Co., Ross-Roy BSFD; Jos. Schlitz 
Brewing Co. (beer), JWT; General Mills, 
Inc. (Cheerios, Frosty-O’s), D-F-S. 


PINTOFF PRODUCTIONS 


Completed: General Electric (vacuum 
cleaners), Y&R; Nestle Co. (Zip), McCann- 
Erickson; Isodine Pharm. Co. (Isodine), 
Reach, McClinton; Ward Baking Co. 
(Lucky Cakes, Tip Top Bread), Grey; 
Standard Oil Co. (Esso), McCann-Erickson ; 
Singer Sewing Machine Co. (sewing ma- 
chines), Y&R; U. S. Steel Corp. (steel), 
BBDO; Texaco, Inc. (Texaco), Cunning- 
ham & Walsh. 

In production: Minute Maid Corp. (orange 
juice), Ted Bates & Co.; American Tobac- 
co Co. (Lucky Strikes), BBDO; Reynolds 
Metals Co. (aluminum packaging), Len- 
nen & Newell; American Cancer Society 
(promotionals), direct; Kemper Insurance 
Co. (insurance), C. E. Frank; American 
Gas Co. (gas), Lennen & Newell; Burry 
Biscuit Corp. (Scooter Pies), Weightman; 
National Guard (promotionals), FRC&H; 
S. C. Johnson & Son (wax), B&B; Charles 
Pfizer Co. (Beam), Ted Gotthelf; Procter- 
Gamble (Charmin), B&B. 


BILL STURM STUDIOS, INC. 


Completed: Schick Safety Razor Co. (raz- 
ors), B&B; Rexall Drug Co. (toothbrush & 
pen), BBDO; Delco-Remy Div. General 
Motors Corp.(batteries), Campbell-Ewald; 
Firestone Tire & Rubber Co. (show open- 
ing), Campbell-Ewald; Corn Products Co. 
(Mazola oil,), L&N; Blatz Brewing Co. 
(beer), K&E; Henry F. Ortlieb Brewing Co. 
(beer), Lewis & Gilman. 

In production: Corn Products Co. (Mazola 
oil), L&N; Howard D. Johnson Co. (res- 
taurants), Ayer; Firestone Tire & Rubber 
Co. (show closing), Campbell-Ewald; 
Blatz Brewing Co. (beer), K&E; Rexall 
Drug Co. (National Velvet), BBDO; Texa- 
co, Canada (gas), Ronalds; National Bis- 
cuit Co. (cereals), K&E; Whirlpool Corp. 
(RCA Whirlpool dryers), K&E; Brown & 
Williamson Tobacco (Viceroy cigarettes), 
Bates. 


TELEPIX 


Completed: Max Factor & Co. (perfumes), 
direct: Al Terrence Carpet Co., Beckman- 
Koblitz; Simpson Logging Co. (Easy-Wall 
Panels), L&N;.Home Oil Co. (heating), 
Cockfield & Brown; Crown-Zellerbach (Zee 
tissue), Cockfield & Brown; Garrett Snuff 
Co. (snuff), Simon & Gwynn; Bull of the 
Woods (chewing tobacco), Simon & Gwynn; 
Coast Federal Savings (money), Gumpertz, 
Bentley & Dolan; Beaute-Vues (Life Color- 
chrome), Hixson & Jorgensen; Knott's 
Berry Farm (family outings), Paul Mit- 
chell; Lincoln Savings & Loan (money), 
Ward-Frojen; Democratic Party (“Get the 
Vote”), direct. 

In production: Beaute-Vues (Life Lotion, 
Nutri-Tonic), Hixson & Jorgensen; Natural 
Spray Starch (Beauty-Quick starch), Ed- 
win C. Dunas; Successors to Pridham Davis 
(optometry), Allied. 





Completely soundproof. Fully equipped. 25 feet 
by 55 feet with 22 foot ceiling. Heavy-duty 
intake & exhaust blowers. 100% fireproof. 600 
amps !10v AC power. 220v 3-phase for cameras. 
Rental includes available set materials includ- 
ing 100 running feet of wall flats, window flats 
and door flats. Sets, props, crews, and special 
equipment arranged for. 
EW YORK STUDIOS, INC. 
354 West 45th Street. New York 36, N. Y. 
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Wall Street Report 


SPOTLIGHT ON NV. The third 
largest producer of cathode-ray tubes 
for television is National Video 
Corp., an over-the-counter stock that 
is receiving more attention from in- 
vestors in recent weeks. The com- 
pany’s president, Asher J. Cole, al- 
ready has informed Wall Street 
analysts that he expects the year end- 
ing May 31, 1961, to be a banner 
year for the company. That’s more 
than enough to send the slide-rule and 
securities men scurrying off with 
hope in their hearts and imaginations 
dancing. 

In the fiscal year ended May 31, 
1960, NV _ reported sales of $17.1 
million and earnings of $1.84 per 
share. In the first half of the current 
year volume was 24 per cent of the 
1960 fiscal year, and profits climbed 
to $1.25 per share, as compared with 
86 cents in the first half of last year. 
For the full year it is considered 
probable the company will have sales 
of over $21 million, and the earnings 
per share may be in the $2.25 per- 
share range. 


DOZEN YEARS OLD. 
Video is 12 years old, heading into 
its 13th year. It makes and sells tv 


National 


picture tubes to many sect makers, 
including Motorola, Admiral and 
Trav-Ler Radio Corp. There are to- 
day less than a dozen tv tube makers, 
and NV ranks third. NV’s share of 
the market is slightly over 12 per 
cent. It also includes supplying tv 
tubes to Sears Roebuck and for CBS 
export. NV’s newest plants are lo- 
cated in the Chicago area, close to 
the center of the nation’s set output. 
Another subsidiary in Vega Alta, 
Puerto Rico, also is making electron 
guns quite profitably on a tax-free 
basis—at least until 1963. 

Late in 1960 Mr. Cole announced 
that for the first time the company 
had produced more than one million 
cathode tubes in a single year. He 
added that changes in tube sizes, 
picture quality, remote control and 
similar innovations had made mil- 





lions of tv sets obsolete. Mr. Cole 
obviously believes there will be a 
large demand for new sets in the 
next five years, and that this demand, 
coupled with an expanding market 
abroad, new-house construction, new- 
family formation and introduction of 
the second-set market, will bring an 
even greater expansion in tv-tube 
output. National Video has added 
50,000 feet of manufacturing space 
to take care of this eventuality. 
Recently the company introduced 
a laminated, twin-plate picture tube 
and the standardization of tube sizes 
for consoles and portable sets—23- 
inch for console and 19-inch for port- 
able. The laminated tube gives a 
superior picture, but it is not eco- 
nomic to rebuild, which means it 
cennot be used in the replacement 
market. That also means it cuts down 
the amount of bootlegging that can 
go on in the tube market. The stand- 
ardizing of sizes indicates the manu- 
facturers will be able to get a better 
price and a fatter profit on the tubes. 


SALES, EARNINGS. The company 
employs about 750 people, of whom 
over 100 are engaged in the research 
and developing areas. It was in the 
red for several years but began to 
pull itself up starting in 1957 (see 
table in next column). 

There are 283,307 shares of Class 
A stock outstanding and 333,360 
shares of Class B stock. The B stock 


Earnings 


Sales per share 
1956 $ 9.500.000 $ .O1 (loss) 
1957 10,300,000 B 
1958 11,600,000 7 
1959 14,800,000 1.65 
1960 17,100,000 1.84 


is convertible into the A shares on a 
share-for-share basis. The stock has 
been moving in a price range of $12 
to $24, though its recent quote was 
slightly over $19 per share. The com- 
pany pays a dividend of 221% cents 
per share. 

The Puerto Rican plant is con- 
tributing an increasing share of 
National Video's profits, and this is 


(Continue! on page 65) 
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WHAT IS IT WORTH? 


Broadcast properties are not priced on a “brick and 
mortar” scale. Our experience with hundreds of 
appraisals guarantees you the true market value. 


BLACKBURN & Company, Inc. 
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Numbers (Continued from page 28) 
commercials are received. Right now 
we know nothing about how tv view- 
ing fits into family life in the United 
States.” 

These proposals, and others, indi- 
cate the importance that is now at- 
tached to qualitative data. Many of 
the rating systems, such as Trendex 
and Pulse, are introducing special 
studies which go well beyond point- 
scoring. Another research concern, 
TvQ, a division of the Home Testing 
Institute, is specializing in the be- 
yond-numbers trend in television— 
which is to say it is measuring opin- 
ions. 

The concern’s “Q score” is a quali- 
tative measurement of the relative 
degree of enthusiasm for a program 
—the percent familiar with a pro- 
gram who have described it as a 
favorite on a scale of from one to 
five. Now used by two networks 
(ABC-TV and NBC-TV) and by 15 
advertising agencies, TvQ officials 
report a growing advertiser concern 
for what were once considered the 
intangibles of television advertising. 

The company provides a national 
measure of opinions about network 
programs and some syndicated shows 
by every member of the family (by 
sex and by age group) tabulated by 
such desired marketing breaks as 
education, brand usage, product 
usage, buying habits and living hab- 
its. In the opinion of the company’s 
officials, its services complement 
rather than supplant quantitative data 
supplied by the rating services. 

Another TvQ service, if put into 
general practice, will certainly cause 
controversy: reactions to personali- 
ties, in both programs and commer- 
cials, a sort of scientific talent-casting 
device. The judges: several thousand 
viewers. 

Fuller & Smith & Ross’ Mr. Duram 
is convinced that data supplied by 
TvQ and _ additional qualitative 
sources are bound to lift the quality 
of routine tv fare. “If there is even 
the vaguest suspicion that many of 
our viewers are passive, then we 
indeed have a job to do,” the F&S&R 
senior vice president notes. 

“Neither the very good high-rated 
programs of television nor the very 
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good low-rated programs present a 
basic problem in giving our commer- 
cials a maximum response. The 
viewer of Huntley-Brinkley is wide 
awake, and those of The Untouch- 
ables are very alert (because they 
are likely to get shot if they’re not). 

“But this is not dependably so with 
respect to that huge area of middle 
mediocrity. . . . Yet, as the escapists 
in the agency field well know, dozens 
of these can be satisfactorily justified 
on numbers only. The cost-per-thou- 
sand is efficient, and while the client 
looks longingly at that top 10 list, 
he is well mollified by the thought 
that he is reaching five homes per 
dollar more than his competitor, who 
is also dealing with an audience sati- 
ated by dull entertainment.” 


‘Element of Waste’ 


Mr. Duram feels that even for such 
giants as P&G, Lever Bros., Colgate 
and General Foods “there is an ele- 
ment of waste for every bored viewer 
who gets counted in the Nielsens.” 

His feeling is that a knowledge of 
the reactions and opinions of viewers 
ineluctably would lead to better pro- 
gramming. “Every effort we put 
forth to achieve the perfect viewer, 
whether it is a new formula to add 
to the numbers game or a reluctance to 
stop at just ratings alone, is bound 
to improve that middle group of 
shows—those that color all of tv's 
reputation.” 

He quotes Don Durgin, vice presi- 
dent in charge of sales, NBC-TV: 
“The biggest advertisers will always 
favor circulation over identification 
and impact, but I believe new re- 
search is coming that will make buy- 
ing by circulation alone somewhat 
obsolete and dangerous.” 

It should be noted that no one in 
the business is suggesting that quan- 
titative should be 
abandoned. The argument, rather, is 
that numbers must be supplemented, 


considerations 


must be related to persons as well as 
noses, tastes as well as habits. 


How would such information affect | 


the television business? The follow- 
ing conclusions are drawn from a 
poll of some top research people: 
From the standpoint of billings, 
television could not help but gain, 


since in-depth information would 
only document the persuasiveness 
and dramatic impact of the medium. 

Television advertisers, often work- 
ing in the long run on nothing better 
than hunches, would be able to be 
more selective in their program buys. 
They would use the medium more 
efficiently, and would have more con: 
fidence in their decisions. 

Commercial messages would be 
more effective. 

The artificial split within agencies 
between creative and media and ac- 
count might be healed. Creative peo: 
ple would understand _ the 


advertising problem, 


better 
account and 
media people would appreciate crea 
tive problems. 

Programming would be affected— 
precisely how is a question no one 
cares to answer. Mr. Duram’s conten: 
tion—that a concern for viewer reac: 
tion would inevitably lead to a lifting 
of values—is questioned in many 
quarters. It will certainly lead to a 
more sensitive response to viewers’ 
desires, it is felt. The question then 
becomes, what are those desires, and 
are they compatible with good pro- 
gramming? 

If the 


search is arrived at, and it is known 


ltimate in qualitative re- 


precisely what everybody wants most 
of the time, and, as is likely, it turns 
out to be more or less what they’re 
getting now, the nation’s television 
critics will have a new shibboleth (as 
David Susskind would say) with 
which to berate the networks: instead 
of “slavish dependence on ratings,” 
it will be “slavish dependence on 
American tastes.” 

At which point one dispute will be 
out of the way, to be followed by the 
real question: to what extent should 
television respond to the desires of 
its audience and to what 
should it shape those desires? 


extent 








BOOKKEEPER— 
GAL FRIDAY 


Experienced in all phases of TV Com- 
mercials and Motion Picture Production. 
All books—Payroli—Taxes—Welfare and 
Pension Funds—Billing—Reconciliations— 
Schedules—Typing—Light Steno. 


Box 488 
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TELEVISION AGE 


N°“ ideas continue to pop up in 
the way advertisers use spot 
television, even after more than a 
decade of nationwide broadcasting. 
One year it’s 30-second spots, an- 
other time it’s two-minute commer- 
cials, the next it’s an 80-market re- 
gional hook-up or an hour-long spe- 
cial. The “bright idea” for early 
1961 appears to be that of General 
Electric for the 125-market, four- 
week campaign it starts in mid- 
February. 

In many ways the schedule is sim- 
ilar to the ones GE used last year 
for its light bulbs. Again, animated 
minutes, 20’s and ID’s featuring the 
Mr. Magoo character will be used in 
strong frequencies. The new gim- 
mick that GE and its agency, BBDO, 
are banking on is that the films have 
been designed to provide a story in 
“serial” form. 

All commercials used during the 
first two weeks of the schedules show 
Mr. Magoo blasting off for the moon 
after he blunders into a rocket, think- 
ing it’s a plane to Cleveland. The 
third week’s spots show his landing 
on the moon, while the final week’s 
announcements are devoted to Ma- 
goo’s adventures with the moon-men 
he believes are Clevelanders. 

Each commercial, noted Martin 
King, GE’s ad manager for its large- 
lamp department, is an entity that 
gets across the sales message in it- 
self. Additionally, however, the com- 
pany hopes viewers will be amused. 
enough by the “to be continued” 
story that they'll actually watch for 


a review of 
current activity 
in national 
spot tv 


future commercials. 

The company’s past two programs, 
heavily supported by dealer adver- 
tising and station merchandising ac- 
tivity, were among the most success- 
ful campaign in its history, reported 
Mr. King. If fresh ideas and ap- 
proaches—added to spot’s recog- 
nized ability to do a powerful selling 
job—mean anything, the upcoming 
campaign should do even better. 


* x * 


The year has barely begun and 
word is in already on new adver- 
tisers signing for baseball telecasts 
in various markets. Falstaff Brewing 
Corp. picked up 11 San Francisco 
Giants games to be televised from 
Los Angeles against the Dodgers, 
with KTvu San Francisco-Oakland 
handling the broadcasts. In Minne- 
sota, Theo. Hamm Brewing Co. took 
on a three-year contract to sponsor 
the tv showings of the new Twins 





Bill Millar, timebuyer at Lambert & 
Feasley, Inc., New York, places for 
Phillips Petroleum Co. 
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REPORT 


ball club in Minneapolis-St. Paul. 
What with four new teams sup- 
posed to open for business in New 
York, Houston, Los Angeles and 
Washington perhaps by next year, 
the totals for summer spot activity 
on a local or regional scale might 
soon show some surprising increases. 


* ¥ * 


Several of the representatives 
quoted last issue on the year’s spot 
prospects noted there should continue 
to be new budgets for new products 
from major advertisers. Not men- 
tioned was the fact that such action 
often generates competitive increases 
from established products. A case in 
point just now: Johnson & Johnson’s 
full-scale entry into the mouthwash 
field with Micrin, an entry that could 
easily up the budgets of Listerine, 
Isodine and others. 


Among current and upcoming spot 
campaigns from advertisers and 
agencies across the country are the 
following: 


ART INSTRUCTION, INC. 


(Knox Reeves Adv., Inc., 
Minneapolis) 

This art-lessons-by-mail advertiser is 
repeating its semi-annual tv push, using 
light frequencies of a five-minute film 
demonstration in scattered top and 
secondary markets. Phil Archer is the 
timebuyer. 


BUTTER-NUT FOODS CO. 
(Tatham-Laird, Inc., Chicago) 


The first of a series of flights on 
BUTTER-NUT coffee should kick off early 
next month in a lerge number of midwest 
markets, Primarily daytime minutes 
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If you're interested in sales results in 
the Johnstown-Altoona market, 
should know about WJAC-TV! Happy 
that WJAC-TV 
everything, from automobiles to 
zithers, and in large quantities, too. 


you 


sponsors say sells 


And no wonder! Both ARB and Niel- 
rate WJAC-TV tops, month after 
month. But more important than 
statistics are results. Statistics don’t 
buy products . And 
purchasing people watch WJAC-TV. 


. people do! 


For Complete Details, Contact: 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 








SERVING MILLIONS FROM 
Wy * ATOP THE ALLEGHENIES 


JOHNSTOWN - CHANNEL 6 
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will be used along with some night spots. 
(Early-year activity for the west coast 
might also be on from D’Arcy Adv. Co., 
Inc., St. Louis, which buys 

for the area west of the Rockies.) The 
initial schedule is for eight weeks. 

Jim Spero is the timebuyer. 


BYMART-TINTAIR, INC. 
(KHCC&A, New York) 

Last week marked the start of a new major 
TINTAIR campaign, primarily on 
ABC-TV, but with strong spot placements 
in New York, Los Angeles, Chicago and 
Philadelphia. The schedules of night and 
day minutes will run five-six weeks over 

a slightly longer period. Beryl Seidenberg 
is the timebuyer. 


CARNATION CO. 

(EWRER, Los Angeles) 

A “million-dollar campaign” on FRISKIES 
dog food and Walt Disney’s new cartoon- 
feature One Hundred and One Dalmatians, 
will kick off in 135 markets just before 
the picture’s Easter release. Some 1,000 
minute spots will go in kid shows and 
family-time periods. A mid-February 

test in Florida and New England is 
scheduled to precede the major campaign. 





Carnation’s district managers in eight 
zones across the country reportedly will 
have a large say on how much of their 
zones’ budgets goes into each medium, 
with all media to be used. Spots 

were produced by the Disney studios 
and will offer stuffed Dalmatian puppy 
toys. Pat Hipwell is the buying contact. 


CHESEBROUGH-POND’S, INC. 
(Norman, Craig & Kummel, 

Inc., N.Y.) 

The end of the month should see new 
schedules of mostly nighttime minutes get 
under way for VASELINE hair tonic in 
a large group of major markets. Men’s 
programs are naturally sought, with the 
schedules to run about eight weeks. 

Al Silverman is the timebuyer. 


CONTINENTAL BAKING CO. 
(Ted Bates & Co., Inc., N.Y.) 

Activity on this baker’s bread line was 
noted in a group of about a dozen markets, 
with day and night minutes, 20’s and 

ID’s set for indefinite periods. Art 
Goldstein and Perry Seastrom are the 
timebuyers. 


(Continued on page 50) 





programs than others. 
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ratings. 





The Whole vs. 


(A monthly study of the performances of network programs in local markets.) 


others NSI four weeks ending Nov. 
ending Nov. 27; Bugs Bunny figures exclude election night) . 


The Parts 


Cartoons are cartoons—or are they? Is Bugs Bunny funnier than 
Casper the Friendly Ghost? Are Jackie Gleason and the cast of The 
Honeymooners, when they’re animated and renamed The Flintstones, 
funnier to the sophisticate in Detroit than to the Hoosier in Indianapolis? 

Questions such as these arise from a study of the local-market ratings 
on three all-cartoon programs currently seen in network time across the 
country. Prime-time cartoon shows have been tried in the past, but 
appear to be gathering strength on a national basis just now. Certain 
markets, however, look like better bets for future syndication of the film 


CARTOON SHOWS 


(Four weeks ending Nov. 20) 
Bugs Bunny Flintstones Funday Funnies 
Tee US.* . yO Ra) 14.9 21.8 
Detroit (4 stations) 24.6 28.5 25.0 
Cleveland (3) 25.2 40.7 32.6 
Cincinnati (3) 29.3 31.7 25.5 
Youngstown (6) 22.4 23.9 13.8 
Pittsburgh (5) 19.7 21.8 
Indianapolis (4) 27.4 21.0 


20 (except Youngstown, four weeks 


Obviously the midwestern markets are generally far above average in 
their admiration for the animated strips. The reasons why Cleveland 
almost doubles The Flintstones’ national rating and almost triples that 
of Matty’s Funday Funnies on Friday nights could well be delved into 
by a research team. An investigation might uncover data that would 
prove the Ohio market is of extreme value to a cartoon-show syndicator 
—or to an advertiser with something to sell to a cartoon-minded audi- 
ence. Conversely, a national sponsor on The Flintstones might check 
into his results in Pittsburgh, where the show is getting only 


“average” 


Again, national ratings are indicators, but sales are made on a local 
scale—and local likes and dislikes vary widely from any norm. 
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The Buyer Talks About... 
LUNCHEON LECTURES 


In New York, Chicago and one or two other important buying centers, 
most media people can count on filling a weekly or monthly lunch pe- 
riod with some form of group meeting. Operating under the theory that 
timebuyers need to feed their minds as well as their stomachs, the groups 
generally present a guest speaker who—after being introduced with 
extravagant praise—clears his throat, tells the latest story he “was re- 
minded of while Charlie was introducing me with extravagant praise,” 
and launches into his luncheon lecture. 

You know what the lectures consist of. We all do, having sat through 
enough of them. And let’s have it understood: a number of the 1:30 
speeches (“so we can all get back for those two-o’clock appointments”) 
actually do some good. 

The majority of them, however, are of relatively little value . . . at 
least in the eyes of one buyer who has carefully and attentively listened 
to many. 

What is the problem? Is it that a number of buyers, working hard 
throughout the day, feel the lunch hour should be a time for rest, for 
a change of subject? On the contrary, anyone who becomes a buyer 
knows the amount of business consummated between 12 and 2. He’s 
most always perfectly content to hear a presentation or discuss rate 
changes over the coffee cups. So it’s not a question of, is the buyer 
willing to learn at lunch? 

The trouble seems to be the manner in which any lecture series is 
laid out, and the time limitations that naturally are present. A half- 
hour really isn’t time enough to cover any topic in which a buyer is 
interested. You would think the people in charge of arranging for 
speakers and subjects would realize this, but apparently they don’t. 
They blithely announce a representative of Nielsen, say, or ARB will 
explain the intricacies of a new coverage service in 28 minutes flat! 
Why, it takes some research people that long to lay out their bar- 
graphs and flip-cards. 


From this corner’s viewpoint, it seems the one way to make these 
luncheon sessions truly worthwhile is to devote an entire series to a 
single subject. Six or a dozen meetings could be given to ratings alone— 
or to network buys versus spot—or to spot buys versus syndicated pro- 
grams—or to new ideas in local public-service shows. 

Instead, the way things are usually handled is that the man from 
Nielsen speaks on ratings one week, Bob and Ray discuss humor in 
advertising the next week, qualitative‘ research pops up the following 
week, merchandising is the next topic, and so on. Obviously the per- 
sonalities such as Susskind, Bob & Ray, Godfrey and the like will draw 
the biggest crowds—but how often are their topics really pertinent to 
what a buyer or media researcher or a salesman wants—and needs— 
to know? 


If a continuing series on a single topic presented speakers with op- 
posing views, or covering different facets of a subject, the listeners 
would have an opportunity to match their own ideas against the ma- 
jority and form a complete grasp of the subject. 

On the matter of question-and-answer periods, anonymous written 
queries are more practical than an oral session. Even the buyer who 
is most vociferous in turning down a representative’s avails often shies 
away from standing before a group and asking a question—particu- 
larly if it’s about something he feels he should know and doesn’t. 
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Spring Planting 


@ Just the other day, Merm and | 
received our first seed catalog of 
the season. My good wife ob- 
served that January's not too early 
to be thinking about spring plant- 
ing, that she'd be working in our 
flower beds before many more 
weeks. (Merm’s the gardener in 
our household...! help with the 
planning, and flower-picking). 

Seed catalogs are fascinating 
even to a planner like me. It is 
amazing when you stop to think 
how nature can produce myriad 
blossoms from a small envelope 
of seeds. Television’s power to 
transform the seeds of advertising 
schedules into blossoming sales 
is not unlike this miracle of nature. 

It reminded me of the toy manu- 
facturer who came to us last fall 
after two years of trying to get es- 
tablished in our market with a 
marble game. We suggested a 
quick planting on our station. His 
harvest was almost immediate. 
The $1,200 invested intime on TV-6 
produced $31,200 worth of sales 
at first picking! And a second 
wholesaler, who had originally 
turned his product down, became 
a distributor for the game. 

We have some excellent plant- 
ing opportunities in the rich, pro- 
ductive soil of this Channel 6 gar- 
den. Your KATZ man has the de- 
tails. Why not give him a call, 
and tell him you want to 
do your spring plant- 
ing early—on 
WFBN-TV! 


CHANNEL 


WFBM-+v 
INDIANAPOLIS 


BASIC NBC-TV AFFILIATE 
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Spot (Continued from page 48) 


CRACKERJACK CO. 
(Leo Burnett Co., Inc., Chicago) 


Continuing to use spot to fill in gaps in 
its network schedules, CRACKERJACK 
currently is mid-way through a two-week 
placement of kid-show minutes in selected 
markets. Live personalities are preferred 
for the product announcements, with 
frequencies light. Eloise Beatty is the 
timebuyer. 


DOROTHY GRAY, LTD. 
(Lehn & Fink Products Corp.) 
(McCann-Erickson, Inc., N.Y.) 

Last week saw the start of a two-week 
heavy ID schedule in about 20 top markets 
for this cosmetics house, with the 
placements to be followed at the end of 
the month by an 1l-week drive in a 
small group of major markets only. The 
longer campaign will utilize day and 
non-prime minutes and 20’s. Judy Bender 
is the timebuyer. 


DUMAS MILNER CORP. 
(Gordon Best Co., Chicago) 


January brought new activity for PINE 
SOL, with renewals being set in existing 
markets, Detroit getting extensions 

on a saturation schedule and Toronto 
being added with 26 weeks of 
announcements and a co-sponsorship on 
The Brothers Brannagan. Weight in 

the Canadian market is heavy. Tv-radio 
manager Helen Wood is the contact. 


DUTCH MASTERS CIGAR CO. 
(EWRER, New York) 

For its HARVESTER brand, the cigar firm 
was reportedly looking into the feasibility 
of picking up news programs or 
co-sponsor arrangements on syndicated 
shows in a small group of selected markets. 
A start early next month was considered. 
Bill Graham is the timebuyer. 








EX-LAX, INC. 
(Warwick & Legler, Inc., N.Y.) 
Continuing its usual type of activity, 
EX-LAX set eight to 10 weeks of day and 
night minutes and ID’s in better than 

50 markets to kick off about the middle 

of this month. Jim Kearns is the timebuyer. 


J. A. FOLGER CO. 
(Cunningham & Walsh, Inc., N.Y.) 


Having ended numerous schedules at the 
holiday period, FOLGER’s coffee returned 
to a large group of markets the middle 

of the month and will enter others during 
the coming weeks. Placements of 
prime-time 20’s and ID’s run for periods 
of varying lengths. Frank Martin is the 
timebuyer. 


FORD DEALERS ADV. 
ASSOCIATION 


(JWT, New York) 


Throughout the month FORD was noted 
looking for early-evening and late-night 
news and sports programs in various 
markets, with the five-and 10-minute shows 
to be bought for 26 or 52 weeks, 
depending on the area. Head buyer 
Harold Veltman and six regional buyers 
are the contacts. 


FRENCHETTE Co., INC. 

Div. Carter Products, Inc. 
(Ted Bates & Co., Inc., N. Y.) 
Continuing with its policy of using spot to 
fill in network gaps or for special 
promotions, this salad dressing will hit 

a small group of markets at the first 

of next month with a one-week campaign. 
Light frequencies of filmed minutes are 
generally used. John Catanese is the 
timebuyer. 


FRITO CO. 
(D-F-S, New York) 
With the New York office of the agency 


handling the eastern buying for its 
(Continued on page 52) 





Buyer’s Check List— 
Network Rate Increases 

ABC 

KcMC-TV Texarkana, 
$200 to $400, Jan. 1. 

wews Cleveland, 
$2,600, Jan. 1. 
CBS 

KiRO-TV Seattle and KTNT-TV Ta- 
coma, combined rate $1,300, Jan. 1. 


Tex., 


from 


from $2,400 to 


Maximum rebate for failure of either 
station’s facilities when used in com- 
bination will be Ktro-tv $1,000 and 
KTNT-TV $300. 

KTvo Ottumwa, Iowa, from $150 
o $200, Jan. 1. 

wtvr Richmond, Va., from $650 to 
$700, Jan. 1. 
NBC 

wtvm Columbus, Ga., from $225 to 
$450, Jan. 1. 

Station Changes 

KTLE Pocatello, Idaho, terminated 
its affiliation with NBC and the Pep 
station group Jan. 22. 





WNEM-TV Saginaw-Bay City, Mich., 
changed its network service from a 
direct interconnection with AT&T 
facilities at Detroit to off-air pick-up 
from ww3-Tv Detroit. wwJ-TV must 
carry a program for WNEM-TV to be 
available on a live interconnected 
basis. 


New Representatives 


KMsP-TV Minneapolis, appointed 
Adam Young, Inc., as its representa- 
tive in the New York area. The rep 
firm has been servicing the balance 
of the country. 

Kvoo-tv Tulsa, appointed Edward 
Petry & Co. as its national sales 
representative, effective immediately. 

wcax-Tv Burlington, Vt., appointed 
Avery-Knodel as its national sales 
representative, effective immediately. 

wpaF-Tv Kansas City appointed 
Edward Petry & Co. as its national 
effective im- 


sales representative, 


mediately. 
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Pee 3a Ss 
Wa: Sullivan, media group 


supervisor at Doyle Dane Bern- 
bach, Inc., throws out a few thoughts 
to the timebuyer on status seeking. 
First, Mr. Sullivan declares, “The 
timebuyer’s position needs no further 
status.” He backs up this point by 
saying that “some buyers might ex- 
amine the source of their impatience. 
Perhaps this job is not for them.” 

Mr. Sullivan maintains that “good 
buyers are highly trained technicians 
who are individuals. This factor the 
advertising industry demands of its 
employes. 

“Some timebuyers hollering for 
status actually mean that all they want 
is more money,” Mr. Sullivan finds. 
“In the advertising industry there is 
no such approach as collective bar- 
gaining. Everyone is on his own, to 
prove himself. And the different sal- 
aries and work each timebuyer re- 
ceives illustrate this point. 

“Tt seems to me,” he adds, “that 
a timebuyer would establish his own 


- WARREN SULLIVAN 





status by virtue of his contribution 
to the agency and client.” His ability 
to use and expand his talents will 
determine his success,” the super- 
visor on El Al Isreal Airlines, Ro- 
man Wine and other accounts says. 

“Of course,” the media supervisor 
admits, “a buyer can be in a situa- 
tion where a senior timebuyer is 
satisfied with his own position and 
has no ambition to move up the lad- 
der. This type of individual blocks 
the aspiring buyer’s chance for ad- 





vancement. Or the buyer may find 
himself blanketed with detail work. 
If he is confident of his ability and 
is not getting the chance to show his 
potentialities, then the buyer should 
talk to management,” Mr. Sullivan 
advises, “or check out 
agency.” 

Mr. Sullivan predicts that the re- 
sponsibility of timebuyers will in- 
crease of itself in a few years. “The 
trend is moving more and more to- 
ward spot. With rising costs and the 
option-time cutback possibility in- 
fluencing network shows, network 
time is lagging. 

“The timebuyer will work harder 
than he used to. Along with an added 
thoroughness in speculating and 
checking, the buyer will increase his 
capacity as a consultant in media.” 

Mr. Sullivan is a graduate of Co- 
lumbia University. With DDB for 
two years, he spent three years with 
Benton & Bowles and four with 
Foote, Cone & Belding. He lives in 
Yorktown Heights with his wife and 
four children. 
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WRGB 


puts your 
MESSAGE 


WHERE 
THE SALE 


BEGINS 

















Sales begin long 
before sales are 
made, and WRGB 
[3 is there at 
the outset in the 
homes (> and on 
the minds of the 


people BEZQ who 


can translate your 





message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross section of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


WwWRGB 


CHANNEL 
A GENERAL ELECTRIC STATION 
ALBANY © SCHENECTADY @ TROY 
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ONE SHOT 





Tap all three barrel-size markets in Central 
Michigan — Grade A coverage of an area 
ranking 11th* in retail sales, 26th** in TV 
households. Let Venard, Rintoul & McConnell, 
Inc. roll out the facts. 


*SRDS Consumer Market Data 
**Television Age 100 Top Markets — 11/30/59 
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LANSING 
JACKSON 
BATTLE CREEK 


CHANNEL 10 


SERVING MICHIGAN’S 


GOLDEN TRIANGLE 


Associated with WILS — Lansing / WPON —Pontiac 
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Spot (Continued from page 50) 


market and New England (D-F-S in 


| Chicago plans and buys the overall 
| campaigns), 


a four-week FRITOS push 
kicked off last week, with minutes in 
children’s programs used. Dick Kaplan 
is the timebuyer. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N.Y.) 


Considerable action was noted here on 
POST cereals—both the kid-angled and the 
adult brands—and GAINES dog food. 
Scattered and fairly small groups of 
markets get schedules on the various items 
late this month and early next for 
periods of four to six weeks. Naturally, 
the kid cereals use minutes in juvenile 


| programs, while the others aim for prime 


20’s and ID’s. George Simko is the 
cereal buying contact; Stu Hinkle handles 
the pet food. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N.Y.) 


A new push on BIRDSEYE frozen foods is 
slated for the end of the month, with 
roughly a dozen major markets to get 
filmed minutes. Daytime should be 

the primary slotting, perhaps with some 
late-night announcements also. The 
schedule will run about four weeks. 

Steve Semons is the timebuyer. 


GENERAL MILLS, INC. 


(Knox Reeves Adbv., Inc., 
Minneapolis) 


A small group of selected markets should 
get schedules early next mofith in a 
brief campaign on BETTY CROCKER 
refrigerated dinner rolls. Daytime minutes 
will run about four weeks. The company 
next month will test “Potato Boats” in 
Dayton and new Bisquick mixes in Dayton 
and Hartford, using 20’s for four weeks. 
Phil Archer is the timebuyer. 


GOLD MEDAL MACARONI Div. 
Grocery Store Products Co. 


(Cunningham & Walsh, Inc., L. A.) 


This agency just acquired the new account 
and will get a promotion under way 

early next month in five or six California 
and Arizona markets. Daytime minutes 
and 20’s will be used. Ben Norman 

is the contact. 


GOLDEN PRESS, INC. 
(Wexton Co., Inc., N. Y.) 


As noted here Dec. 26, this publisher of a 
children’s atlas and encyclopedia 
continues to use brief one- and two-week 
schedules in various markets where it 

has distribution through local food chains. 
Day and night minutes and prime-time 
20’s are placed. The trend is toward one 
station per market. Head timebuyer 

Jeff Fine is the contact. 


GEORGE W. HELME CoO. 
(KHCC&A, New York) 


For its regular series of campaigns in a 
wide group of southern markets, this 
snuff-maker returns at the end of the 
month with new placements of mostly 
daytime minutes. About 10 weeks is the 
usual length. Dorothy Glasser is the 
timebuyer. 





Account Activity 


Topping the new year’s early ac- 


count moves was a “consolidation” by 
in which its line of All 
detergents went to Sullivan, Stauffer, 
Colwell & Bayles, Inc., and Swan 
Liquid went to BBDO. The $4-5 million 
Need- 


no longer 


Lever Bros. 


in billings was previously at 
ham, Louis & Brorby, Inc., 


a Lever agency. (The firm now has 
six.) 

Scott Paper Co. placed its Waldorf 
at Ted Bates & Co., 


Inc. J. Walter Thompson continues on 


bathroom tissue 


Scott’s other consumer brands and 
was assigned several new products. 


Carey Salt Co., previously at 
Dancer-Fitzgerald-Sample, Inc., 
to Lowe Runkle Co., 

Shulton, Inc., 
Chesley Clifford 


two 


moved 
Oklahoma City. 
named Kastor Hilton 
& Atherton, Inc., for 
products Colfax 


new from its 


Laboratories division. 

Ideal Toy Corp. consolidated its ad- 
vertising at Grey Adv. Agency, Inc., 
moved its ITC Modelcraft 
Atlantic/Bernstein Co. 


Mfg. Co., Ine., 


which formerly had its account split 


when it 
division from 

Prince Macaroni 
between S. E. Zubrow Co. and Storm 
Adv. Co., Inc., 
Inc., Philadelphia, to all its business. 


named Bauer & Tripp, 


Grove Laboratories set two new 
products at Cohen & Aleshire, Inc., 
the agency it has used for 4-Way Cold 
Tablets for 14 years. 

Dip ’n Sip, Inc., manufacturer of a 
new flavored straw for milk drinkers, 
appointed Beckman-Koblitz, Inc., 
to handle 


tional campaign. 


Los 


Angeles, an expanded na- 











IDEAL TOY CORP. 
(Grey Adv. Agency, Inc., N.Y.) 


Convinced that toys-and-tv can go together 
all year ‘round, this firm set six- and 
eight-week schedules of kid show 
minutes in New York, Los Angeles, 
Chicago, Philadelphia, Detroit, San 


Francisco, Pittsburgh, Cleveland, San 
Antonio, Phoenix, Seattle and Portland, 


Ore. The first market gets up to 20 

spots per week; the others run a minimum 
of 10. New spring items are FLYING 
PIZZA, MR. MIXIT and variations on 
plastic and metal assembly kits. Jerry 
Rettig is the timebuyer. 


INTERNATIONAL LATEX 
CORP. 

(Ted Bates & Co., Inc., N.Y.) 

Getting under way immediately with its 
first 61 drive, PLAYTEX girdles is hitting 
top markets with about 16 weeks of 
mostly nighttime minutes. Greg Sullivan 
is the timebuyer. 

INTERNATIONAL MILLING CO. 
(Wade Adv., Inc., Chicago) 


The end of this month sees new placements 








im 


ng 








GEORGE J. ROSENKRANC, media 
buyer, joined Geyer, Morey, Madden 
& Ballard. He is replacing NORMAN 
MINTZ, who left the agency. Mr. 
Rosenkranc came from Al Paul Lefton 
and buys for Lysol, B. T. Babbitt and 
other accounts. KING KOPP, for- 
merly with Grey Advertising, is now 
a media buyer at Lefton. BETTY 
POWELL has also left GMM&B. As- 
suming her responsibilities on Ram- 
bler cars is ROELAND JAN VAN 
EMMERIK, who joined the agency 
last October. 

In Los Angeles JERRY GILLEY 
was appointed media director at Cun- 
ningham & Walsh, Inc. He had been 
assistant media director at the 
agency's San Francisco branch. Prior 
to C&W Mr. Gilley was an agency 
representative for the International 
Broadcasting Co., Vancouver, B.C. 

At William Esty Co., New York, 
buyers ERNEST KAUFMANN, JOHN 
PHELAN, EDWARD GOTTMAN and 
JACK NUGENT took over the buying 
duties of TED BREW and JACK 
WINKLESETH, who recently moved 
to Batten, Barton, Durstine & Osborn, 
Inc. The four buyers at Esty are shar- 
ing Messrs. Brew and Winkleseth’s 
accounts, including R. J. Reynolds, 
Union Carbide and Thomas Leeming. 

At Ted Bates & Co., New York, 
CONANT SAWYER was appointed 
media supervisor on the Standard 
Brands account. He replaces ROBERT 
P. ENGELKE, elected vice president 
and associate media director at Bates. 





MR. ABRAMS 


BILL ABRAMS, timebuyer who 
joined Bates from Sullivan, Stauffer, 
Colwell & Bayles, buys for Pet foods, 





Personals 


Blue Bonnet margarine, Hunt Club 
dog. food and others. 

JACKIE. HUNT, media director 
moved from Sudler & Hennessey, Inc., 
to Burdick & Becker, Inc. She is being 
replaced at Sudler by MARGORIE 
LA NEVE, formerly with Sullivan, 
Stauffer, Colwell & Bayles. 

JACQUES VAN SLUYS MAES 
has left BBDO. Also departing from 
the agency at the end of this month 
are JACKIE MOORE and JIM SPILI- 
OTIS. 

TED KELLY was promoted to as- 
sociate media director at McCann- 
Erickson, Inc., New York, on National 
Biscuit Co., Tyrex and other accounts. 
He replaced TOM SWICK, who 
moved to Dancer-Fitzgerald-Sample. 
Promoted at McCann with this move 
were BILL FRAME, taking over Mr. 
Kelly’s duties as media supervisor on 
National Biscuit and other accounts, 
and NICK IMBORNONE, moving from 
media buyer to media supervisor on 
the Esso Standard Oil account. The 
latter replaces SY GOLDIS, who went 
over to print. LARRY LEVY, for- 





MR. LEVY 


merly assistant timebuyer, was raised 
to timebuyer on the Colgate-Palmolive 
account, assuming Mr. Imbornone’s 
duties. 

JACQUELINE WILLE and DIXIE 
STECK were promoted to the newly 
created posts of executive assistants 
in the account service department at 
Krupnick & Associates, St. Louis. 
Miss Wille has been a media buyer 
with the agency over two years. She 
was previously with D’Arcy Advertis- 
ing Co. Mrs. Steck has worked in the 
media department as well. 


STORY 
BOARD 


WTRF-TV 





Because they played kissing 
games, little Mike Neal didn't 
enjoy the party. However, he 
PX/ showed his mother the yoyo he 
T. R. Effic! had received as a favor and 
o & Somes she asked, “What did you and 
your friend do when they played those kissing 
games?" 
“Well, he just shook hands with those silly 
girls." 
"Yes, but what did you do?" she pursued. 
"I just stood there and played with my 
ycyo.” 
wtrf-tv Wheeling 
Sales Manager Need Smith says: "It isn't true 
that alcohol and gasoline don't mix. They do 
mix but they sure taste lousy." 


Wheeling witrf-tv 
New cish on the menu of a local restaurant 
called the ‘Marilyn Monroe," stuffed tomato 
with no dressing. 


wtrf-tv Wheeling 
When you stop to consider what you hear 
nowadays, it's a wonder there is even a mar- 
ket for hearing aids. 


Wheeling wirf-tv 
When the lady asked the waitress what the 
dinner special was, she was told that it was 
tongue. 

“My goodness," said the lady. "I don't 
think | could eat anything that came from 
an animal's mouth." 

“Well then,"’ suggested the waitress, ‘how 
about a fried egg?” 


wtrf-tv Wheeling 
WTRF-TV sells for 7,500 retail outlets in this 
Industrial Ohio Valley and 134 billion dollars 
in retail sales are rung up annually. Are you 
getting your share of the Wheeling Market? 
Ask George P. Hollingbery to arrange it! 


CHANNEL WHEELING, 


SEVEN WEST VIRGINIA 











for ROBIN HOOD flour begin in some 

30 major markets across the country. 

Most of the areas get at least a 12-plan, 
continuing until May, with daytime 


minutes and 20’s slotted late in the week. 


Media manager Bob Coolidge is the 
contact. 


INTERNATIONAL SHOE CO. 


(Krupnick & Associates, Inc., 
St. Louis) 


Noted here Dec. 12, buying is now on 
for the spring spot-acular on POLL 
PARROT, WEATHERBIRD and RED 
GOOSE shoes from this firm, with the 
schedules to start late next month in a 
huge number of markets. Length of 

the placements varies from one to 10 
weeks, depending on the area. Kid-show 


minutes are used. Media manager 
Charles Haines and buyers Mary Lou 
Lewis, Natalie Schneiderman and Peggy 
Pautler are the contacts. 


ANDREW JERGENS 
(Cunningham & Walsh, Inc., N.Y.) 
While it lined up Jergens lotion schedules 
for the first quarter late last year, this 
firm gets WOODBURY shampoo 
placements going at issue date for about 
four weeks. Nighttime minutes and 20’s 

in a large group of markets are used. 
Bill Birkbeck is the timebuyer. 


KAYSER-ROTH CO., INC. 
(Daniel & Charles, Inc., N.Y.) 


Starting off 1961 the way it wound up 





Station, Network and 
Personal Representative 


representing 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
KSBW-TV, Salinas, Calif. 
KSBY-TV, San Luis Obispo 
WIMA-TV, Lima, Ohio 
WPEBN-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
PLaza 5-4262 











Timebuyer 


Available 


Excellent media background 
in planning, evaluation, re- 
search. 


Box # 487 
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ATTENTION 
TIMEBUYERS: 


KTRE-TV, Lufkin, Texas has one of the 
highest ARB share of audience in the 


93.4 


sign-on to sign-off Sunday through 
Saturday (ARB, MARCH 1960) 





vertisers as a necessary network buy. 


KTRE-TV has a full network lineup with 
the best of NBC, CBS and ABC. 


Ask today for availabilities around 
these top rated shows. 


Call Venard, Rintoul & McConnell, 
Inc., national representatives. 


KTRE-TV 


Lufkin, Texas 


Channel 9 


Oo 


RICHMAN LEWIN 


Vice President & General Manager 
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KTRE-TV is recognized by national ad- | 


1960, SUPP-HOSE will move with a new 
schedule of mostly daytime minutes 

in women’s programs the middle of next 
month. The placements in a large 

group of top markets will run about six 
weeks, with frequencies fairly strong 
and women’s personalities employed in 
some cases. Isabelle Stannard is the 
timebuyer. 


LEA & PERRINS, INC. 
(Croot & Brant, Inc., N.Y.) 


| Noted here last June 27 as using some 

| spot tv, with “more contemplated for next 

| year,” this maker of Worcestershire 

| sauce will start spring schedules next 
month and in March in selected markets. 

| About 13 weeks of minutes will run in 

| women’s homemaking and cooking 

| programs on moderate frequencies. 

| Dolores La Falce is the buying contact. 


LEVER BROS. CO. 

(Foote, Cone & Belding, Inc., N.Y.) 
Reportedly 30 markets should begin 
schedules of filmed minutes at issue date 
on IMPERIAL margarine. Announcements 
will run in day and late-night slots. 

Bill Croke is the timebuyer. 


THOMAS J. LIPTON, INC. 
(SSC&B, New York) 

Activity was noted here on both LIPTON 

instant and regular tea, with a moderate 
group of markets being lined up for 

Feb. 1 starts. Day and late-night minutes 
on film will run in frequencies of 
alf-a-dozen spots per week. Steve Suren 
buys on the instant tea, Bob Anderson 

on the regular. 


McKESSON & ROBBINS, INC. 
(Maxon, Inc., N.Y.) 


Having moved recently from another 





Byron E. Goodell was named east- 
ern division sales manager for tv, 


| 





NBC Spot Sales, having joined the 
firm in 1956 after terms as an account 
executive with the Meeker Co. and 
CBS-TV. 

James Jarvis joined the Chicago 
office of CBS-TV Spot Sales, coming 
to the company from the Katz Agency, 
Inc., where he served as an account 
executive in Chicago and Minneapolis. 
He previously was with Paul H. Ray- 
mer Co. and wtw-1 Indianapolis. 

Larry Cugini Jr. moved to the tv 








Rep Report 





sales staff of the Katz Agency, Inc., in 
Dallas. He was an account executive 
with Grant Advertising, Inc., for the 
past three years. 

Louis J. Hummel Jr., in charge of 
tv sales at Peters, Griffin, Woodward’s 
Detroit branch for the past six years, 
moved to the firm’s Chicago office. 


MR, SEFERT MR. HUMMMEL 


His place in Detroit was taken by 
James R. Sefert, formerly with Cros- 
ley Broadcasting Co. in Columbus and 
the Detroit-Cleveland area. 

Richard J. Hayes was named an ac- 
count executive in the New York 
office of Blair Tv Associates, coming 
from Edward Petry & Co. Before join- 
ing Petry in early 1959, he was with 
NBC Spot Sales, the Branham Co. 
and RCA. 

Arthur Gordon, general manager of 
National Time Sales since 1950, was 
named vice president of the rep and 
its parent organization, Pabco Corp. 

A series of new station-market pres- 
entations was issued and is available 
from Young-Tv Corp. Included in the 
data on such markets as Chattanooga, 
Yakima, Columbus, Ga., Eureka, Cal., 
and others are county-by-county break- 
downs on retail sales, buying income 
and regional buying habits, among 
others. 






















its 








agency, this drug firm—maker of 
KESSAMIN reducing aids, which 
employed infrequent spot placements in 
the past—currently is working on various 
approaches for the year. A schedule for its 
BEXEL vitamin was renewed in Ohio, 

but other plans were indefinite at press 
time. New products are in the works and 
testing or introductory campaigns may 

be close at hand. The account will 
continue to rely on tv and broadcast 
media, it is believed. Tom Maguire is the 
contact. 


MORTON HOUSE KITCHENS 
(Compton Adv., Inc., Chicago) 

A spring campaign on MORTON HOUSE 
oven-baked beans will kick off from start 
dates ranging from February to April, 
depending on the market. About 35 top 
and some smaller markets will get 
nighttime minutes on film (possibly some 
on tape) to run until July. After a break, 
the schedules will pick up again in 
August and continue into November. 

New England and middle-Atlantic areas 
are not included in the plans due to 
product specifications. George McLaren 

is the timebuyer. 


NORTHAM WARREN CORP. 
(DCS&S, New York) 

For its CUTEX products, this firm is 
embarking on a first-half program involving 
ABC-TV network programming primarily, 
but a release from the company noted 

that spot in key markets would also be 
employed. The markets, according to an 
account spokesman, will be not used 
merely to fill in the network schedule, 

but will be major areas. They are not 
selected yet, however, as the schedules won’t 
be placed until late spring. Stu Eckart 

is the timebuyer. 


PERMACHEM HOME 
PRODUCTS CORP. 
(E. A. Korchnoy, Ltd., N.Y.) 


For its new PERMACHEM germ-killer 
(Continued on page 58) 





Station Breaks 

Harry Trenner was named director 
of western sales development for all 
RKO General, Inc., stations and will 
headquarter in Los Angeles. The ex- 
ecutive’s background includes 20 years 
of broadcast experience with such 
firms as the Mutual Broadcasting Sys- 
tem, the William Weintraub agency 
and various stations. 

The Watertown Daily Times re- 
aligned its tv and radio outlets, con- 
solidating them under one head in a 
new broadcast division of the parent 
Brockway Co. James W. Higgins, for- 
merly director of tv at wcny-tv Water- 
town, was named general manager of 
the division. 

Harold J. Algus joined Metropoli- 
tan Broadcasting Corp. as director of 
trade and business news to handle 
press relations for the company’s five 
tv and three radio stations. Mr. Algus 
was most recently director of press 
information for National Telefilm As- 
sociates and previously was with the 
Mutual Broadcasting System for eight 
years. 
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ARB City-by-City Ratings November 1960 


ALBUQUERQUE 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 





1. Coronado 9 (MCA) kKGoM-Tv Sat. 8°30 .... 
2. Two Faces West (Screen Gems) 

KGGM-TV Sat. 9 . 
3. Huckleberry Hound (Screen Gems) 

KOB-TV Fri. G@ 2... cw cecsccececccecceces 
4. Quick Draw McGraw (Screen Gems) 

KOB-TV Mon. 6 ....ceeecececccceeseceees 
5. Woody Woodpecker (Burnett) Kop-tTv Wed. 6 
5. Jeff’s Collie (ITC) Kos-Tv Sat. 5 ......... 
6. Blue Angels (CNP) Kos-TvV Mon. 9.......-. 
6. Sea Hunt (Ziv-UA) Kop-Tv Fri. 9 ......+- 
7. Highway Patrol (Ziv-UA) Kos-Tv Tue. 9:30 .. 
7. U.S. Marshal (NTA) Kos-TvV Thu. 9 ...... 
7. San Francisco Beat (CBS) KecM-tv Fri. 9:30 . 
8. Pony Express (CNP) Koat-Tv Tue. 6:30 
8. Lock Up (Ziv-UA) Kos-tv Fri. 9:30 
9. Tombstone Territory (Ziv-UA) Kon-Tv Tue. 9 
9. Best of the Post (ITC) Kons-tv Thu. 6:30 


TOP FEATURE FILMS 


Channel 13 Movie KGGM-Tv Fri. 10-11:45 
Big 7 Movie KoaT-TV Tue. 10-12:15 a.m. .. 
Big 7 Movie KoatT-Tv Wed 10-12 mid 
. Big 7 Movie Koat-tv Fri. 10-12 mid 
. Sunday Showcase KOAT-TV Sun. 11:30-1 





to be 0S to 


TOP NETWORK SHOWS 


Gunsmoke KGGM-TV ......... és 
- Belafonte/What’s My Line KGGM-TV 


Pn OM oon. cc cccaseee 
4. Tomorrow/Andy Griffith KGGM-TV .......... 
4. Wagon Train KOB-TV ........ . 
5. Alamo/Adventures in Paradise KOAT-TV 
5. Have Gun, Will Travel KGGM-Tv 
G Diy. Dee Bees MOAT RE cccccccccccccccecs 
6. The Untouchables KoatT-TV ° 
6. Perry Mason KGGM-TV ‘ 
OMAHA 
3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 
1. U. S. Marshal (NTA) wow-tv Sat. 9:3 
2. Bugs Bunny (UAA) xrrv Tue 6:30 
3. Highway Patrol (Ziv-UA) Kerv Sun. 9:3 . 
4. Highway Patrol (Ziv-UA) KEetv Mon., Thu. 6 
5. Blue Angels (CNP) wow-tv Sat. 10:15 
6. Coronado 9 (MCA) KmMtTv Thu. 9.30 . 
7. Sea Hunt (Ziv-UA) Ketv Thu. 9:30 ...... 
7. Polke Parade (Paramount) wow-Tv Sun. 5 
8. Grand Jury (NTA) KeEtTv Tue. 9:39 ...... 
9. Bishop Sheen (NTA) wow-tv Tue. 6:30 
9. Royal Canadian Mounted Police (CNP) 


wow-Tv Thu. 9 











35 


i) 
oy 


oo © @ bo 


oo 








9. City Detective (MCA) KeTv Fri. 6 ...... 12 
9. Tombstone Territory* (Ziv-UA) KmutTv Sun. 
5:30 ecccccee Seccocrccccccocccoces -12 
10. Death Valley Days Borax) KMTV 
Wed. 9:30 ..... deta sadcuwewecedecens 11 
10. Divoree Court (KTTV) wow-tv Sun. 10:30 .1i 
TOP FEATURE FILMS 
1. Movie Masterpiece KeTV Sat. 10°15-11:45 ..16 
2. Movie Masterpiece KETV Fri. 10:15-11:45 ..12 
3. Movie Masterpiece Kervy Wed. 10:15-11:45 10 
4. Lamplighter Theatre kmtTv Sat. 10:15-11:15 9 
4. Command Playhouse wow-tTv Sat. 10:45- 
12:45 a.m. 9 
TOP NETWORK SHOWS 
1. Gunsmoke WOW-TV ...... 43 
2. The Real McCoys KETV 35 
3. The Untouchables KETV 34 
4. My Three Sons KETV 33 
4. 77 Sunset Strip KETV 33 
5. Wagon Train KMTV . -31 
5. Lawrence Welk KETV -31 
5. Lawman KETV ...... -31 
5. The Rebel KETV .... 31 
6. The Flintstones KETV -30 
6. Maverick KETV ..... .30 
*Indicates programming changes during four-week 


period. Ratings for one week are given. 
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CEDAR RAPIDS-WATERLOO 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 

















1. Two Faces West (Screen Gems) 

WMT-TV Sat. 9°30 ....... ..35 
2. Polka Parade (Paramount) wmtT-Tv Tue. 6:30 .24 
2. Not For Hire (CNP) wmat-tv Fri, 10 ....24 
3. Bugs Bunny (UAA) KorG-TV Tue. 6:30 ....23 
4. Manhunt (Screen Gems) wmt-Tv Wed. 10 ..19 
5. U.S. Marshal (NTA) wMt-Tv Tue. 10 ....17 
5. Blue Angels (CNP) KorG-tv Thu. 9:30 ....17 
5. Case of the Dangerous Robin (Ziv-UA) 

WMT-TV Sat. 10 ..cccccccccssccsccvccens 17 
6. Lock Up (Ziv-UA) wmt-tv Thu. 10 ......16 
6. Roy Rogers (Roy Rogers Synd.) 

KorG-Tv Fri. 6 .....- Ceoccccccccccccces 16 
7. Grand Jury (NTA) wmat-tv Sun. 10 ° 88 
8. Deadline (Flamingo) KwWwtL-Tv M-F 10 ....13 
8. Coronado 9 (MCA) wmatT-Tv Fri. 8:30 .....13 
9. Deadline (Flamingo) KWWL-TvV M-F 6 ...... 12 
9. Championship Bowling (Schwimmer) 

KWWL-TV Sat. 5:30 ......0005- eeee 12 

TOP FEATURE FILMS 
1. Feature Film wmMtT-Tv Sat. 11-1 a.m. ......12 
2. Saturday Family Show wMtT-Tv 

Bet. SrBS-SsGS .crcwccseacses Terrrrrrrere 10 
3. Movie 9 KorG-Tv Fri. 10:45-12:30 a.m. .... 7 
3. Feature Film wat-tv Fri. 11-12°30 a.m. 7 
3. Movie 9 KcRrG-TV Sat. 10-12:15 a.m 7 

TOP NETWORK SHOWS 
1. Gunsmoke WMT-TV .....ceee+e ee 51 
2. Red Skelton wMT-TV .44 
3. My Three Sons KCRG-TV .......ssc00. ~40 
i. Garry Moore WMT-TV ...... 39 
5. The Untouchables KORG-TV ............ 3 
6. The Real McCoys 
6. 77 Sunset Strip KORG-TV .......... 
6. Perry Masem WHE-EV cccccccccccss 


a] 


- Ed Sullivan wMtT-tTv os 
Father Knows Best wMT-TV 





8 
S. Dable Gillig WMTEV .nccsccccccces 34 
8. Belafonte/What’s My Line wmMtT-Tv .. ror: 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Manhunt (Screen Gems) woo-tTv Thu. 9:30 .30 
1. Huckleberry Hound (Screen Gems) woo-tTv 
Fri. 6 es er eccccccses . 
1. Blue Angels (CNP) woo-tv Sun 9:30 
2. Coronado 9 (MCA) woc-Tv Mon. 9:30 
2. U.S. Marshal (NTA) woo-rv Wed. 9:30 
3. Sea Hunt (Ziv-UA) woo-tv Thu. 10 


This Man Dawson (Ziv-UA) WHBF-TV 


Be, C2BO ceccusevecsce TEETETELE TTT TT 25 
Quick Draw McGraw (Screen Gems) woo-Tv 
Mon. 6 


4 





4. Bugs Bunny (UAA) woo-tv Thu. 6 ......24 
5. Woody Woodpecker (Burnett) woo-tTv Wed. 6 23 
6. Grand Jury (NTA) wuer-tv Tue. 10 ......2 
7. Shotgun Slade (MCA) woo-tv Fri. 10 ....17 
8. Polka Parade (Paramount) wHpr-tTv Sun. 5 14 
9. Johnny Midnight (MCA) woo-tv Mon. 10 ..12 
9. Roy Rogers (Roy Rogers Synd.) WHBF-TV 
Tim. ] cccccccscccececccescccsecescses 12 
TOP FEATURE FILMS 
1, Theatre 4 wHer-Tv Sat. 11-12:45 am. ..12 


i2 
Channel 6 Theatre woo-Tv Sun. 10:30-11:45 11 
. Theatre 4 wuer-tyv Fri. 11:30-1 am. .... 8 

Matinee Theatre wuBFr-Tv Sat. 1-2:30 7 
. Western Playhouse wHsr-tv Sat. 2:3 7 





4 
4 


TOP NETWORK SHOWS 


. Groucho Marx woo-Tv 
. Wagon Train woc-Tv 
Ernie Ford woo-Tv 


1 

? 

2 

3. Bob Hope/Perry Como 
4. Red Skelton WHBF-TV 
4. Gunsmoke WHBF-TV .. 
5. Chevy Show woo-Tv ... 


6. Have Gun, Will Travel 
6. Ed Sullivan WHBF-TV 
7. Route 66 WHBF-Tv 








DULUTH-SUPERIOR 


2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 

















1. Pony Express (CNP) KDAL-Tv Sat. 9:30 
2. Sea Hunt (Ziv-UA) wopsm-Tv Sun. 9:30 
3. Highway Patrol (Ziv-UA) wposm-tTv Thu. 9:30 35 
4. Huckleberry Hound (Screen Gems) KDAL-TV 
Beh. 6:80 wcccccccccccccccsccccccecs 32 
5. Quick Draw McGraw (Screen Gems) KDAL-TV 
Mom. 6:30 .ncccccccossccessseses 27 
6. Medic (CNP) wopsm-tv Sun. 10:15 ° 25 
7. Coronado 9 .(MCA) KDAL-Tv Sat. 10 24 
8. Woody Woodpecker (Burnett) kKpaL-Tv Thu 
SBD he ccc escdcwecwraceesscceoeese 23 
9. Mr. District Attorney (Ziy-UA) KDAL-TV 
WR, FOsBS cccesvccvccesseesecesvens 22 
9. The Pioneers (Crosby/Brown) WDSM-TV 
Thu. 7:30 cecccevese 2-222 
9. Championship Bowling (Schwimmer) wpDsM-TV 
Gem. € wccccccescecsecs encceccoseces 22 
10. Meet McGraw (ABC) KpaAL-Tv Fri. 10:15 20 
11. Phil Silvers (CBS) xKpat-Tv Thu. 10:15 19 
12. Not For Hire (CNP) KpaL-Tv Wed. 10:45 16 
12. Johnny Midnight (MCA) kpat-tTv Fri. 9 16 
TOP FEATURE FILMS 
1. Movie* KDAL-TV Sat. 4:30-5:30 ......... 16 
2. Producers Playhouse KDAL-TV Tue. 10:15 
tit ee © See oa wee ves eee. 14 
3. Million Dollar Movie Kpat-tv Thu. 11- 
WZ215 B.M. cocccccccsvecsesesesese ee 13 
4. Film* wopsM-tTv Sat. 4-5 ...... eosecveke 
». Million Dollar Movie KpAL-Tv Wed. 11:15- 
13:45 B.m. cccccccsces ° coccccccecl® 
5. Public Playhouse KDAL-Tv Fri. 10:45-1 a.m. 10 
TOP NETWORK SHOWS 
1. Garry Moore KEDAL-TV .....ccececces 51 
1. Gunsmoke KDAL-TV ...... cocccedlh 
2. Dennis the Menace KDAL-TV .......+-+eee+> 50 
3. Tassie EDAE-TV .ccccccccccscscces 49 
4. Ed Sullivan KDAL-TV ......-. .47 
5. The Price Is Right WDSM-TV ........+++- 44 
6. Wagon Train WDSM-TV ........ ee 3 
Have Gun Will Travel KDAL-TV ..........43 
7. Michael Shayne WDSM-TV .....-eeeeeee08> 41 
7. Perry Mason KDAL-TV ......-cccccccece 41 
RALEIGH-DURHAM 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Death Valley Days (U.S. Borax) 
WRAL-TV Wed. 7 wcccececeecerccceececes 25 
2. Manhunt (Screen Gems) wtvp Sat. 10:30 24 
3. Lock Up (Ziv-UA) wraL-Tv Tue. 7 ........19 
3. Tombstone Territory (Ziv-UA) 
WRAL-TV Thu. 7 ..... eeececee eovccecs ree | | 
4. Rescue 8 (Screen Gems) WRAL-TV Mon. 7 ..16 
5. U.S. Marshal (NTA) wtvp Fri. 7 ........15 
6. Sea Hunt (Ziv-UA) wrRaL-Tv Fri. 8:30 ...14 
7. Bugs Bunny (UAA) wtvp Wed. 6 ........12 
8. Frontier* (CNP) wrRaL-Tv Fri. 7:30 ...... 9 
9. The Visitor (CNP) wrat-tTv Thu. 10:30 8 
9. Life of Riley* (CNP) wrat-Tv Fri. 8 .... 8 
10. Casey Jones (Screen Gems) wtvp Sat. 8 .... 6 
10. Jet Jackson (Screen Gems) wrvp Sat. 8:30 .. 6 
TOP FEATURE FILMS 
1, First Run Theatre wrvp Fri. 11:15-1 a.m. .. 7 
1. Nightmare wRaL-Tv Sat. 11-12:45 a.m. .... 7 
2. Saturday Matinee wrvp Sat. 1-4:30 ....... 6 
3. Movie Miniature wWRAL-Tv Sat. 1-2 .... o 4 
4, First Run Theatre wrvp Wed. 11:15-1 a.m. . 3 
4. First Run Theatre wrvp Thu. 11:15-1 a.m 3 


AN oaahwn-e 


ow 


TOP NETWORK SHOWS 








Wagon Train WRAL-TV ....-eecceceecsecs 50 
The Price Is Right WRAL-TV eovees 

Bob Hope/Perry Como WRAL-TV ......+-+e5: 40 
Bawhide WTWD .cccccccccccccsccccsvecsces 39 
Chevy Show WRAL-TV .......- ecees a: 
Route 66 WTVD ......+++-0+ o6e0es se oeees 35 
Ernie Ford WRAL-TV ......s+ee+5 ..34 
Hawaiian Eye WTVD ...eeseeeeeeeeeeeees 34 
The Untouchables WRAL-TV ........++++555 31 
Bat Masterson WRAL-TV ...... 31 
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EVANSVILLE 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Woody Woodpecker (Burnett) wrvw Mon. 6 .26 
. Huckleberry Hound 


(Screen Gems) 
wrvw Thu. 6 


. Bugs Bunny (UAA) wrvw Tue. 6:30 .....24 


Roy Rogers (Roy Rogers Synd.) 
wtvw Fri. 6 


. Two Faces West (Screen Gems) wrvw Tue. 6 .22 


Quick Draw McGraw (Screen Gems) 
Wavw Web. 6 ..ccscdeccevedsecscccasses 20 


. Sea Hunt (Ziv-UA) wrip-Tv Sat. 9:30 ....20 
. Coronado 9 (MCA) wrvw Sat. 10 ......... 18 
6. Not For Hire (CNP) wrie-tv Thu. 9:30 ....17 
. Best of the Post (ITC) wrie-Tv Mon. 9:30 ..16 
. Manhunt (Screen Gems) wrvyw Tue. 9:30 ..16 
. Lock Up (Ziv-UA) 
. Ranch Party* (Telescreen) wWEHT Sat. 6 ....16 
. Assignment Underwater (NTA) wrvw Sat. 6 13 


wtvw Thu. 9:30 ...... 16 


Grand Jury (NTA) wEeEnT Sat. 9:30 ...... 13 


TOP FEATURE FILMS 


. Million Dollar Movie wrvw 


Wed. 10:30-12:30 a.m. ......ceeeeecevces 6 


. Million Dollar Movie wrvw 


Fri. 106:15-12:45 a.m. ....... eececcccces 6 


. Late Show wrim-tv Sat. 10:45-12:15 am. .. 5 
. Late Show wrie-tv Sun. 10:30-12:45 
. Movie 50 went Tue. 10:15-12 mid. 4 





a.m... 5 





. Six Gun Playhouse went Sat. 1-2 4 
- Double Shock Theatre WEHT 
Sat. 10-123:30 Gm. .nccccsccccsccccceces 4 


Film Festival went Sun. 10:15-12 mid. .. 4 


TOP NETWORK SHOWS 


1. Wagon Trein WFIE-TV ... .40 
2. The Real McCoys wrtvw ° ; .39 
2. Gunsmoke WEHT ........ : ..39 
3. 77 Sunset Strip wrvw ... .38 
4. The Price Is Right WFIE-Tv . .- 36 
4. My Three Sons wrvw ... 36 
4. Ernie Ford WFIE-TV .. - 36 
5. Naked City WTvw ... 35 
5. Lawrence Welk wrvw a ; - 35 
6. Chevy Show WFIB-TV ... . seen 


SIOUX CITY 


2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


1. Grand Jury (NTA) KvtTv Sat. 9:30 ...... 39 
2. Polka Parade (Paramourt) KvTV Mon. 7:30 ..30 
2. Pioneer Playhouse (Crosby/Brown) 

MvEe Ben. B cccccccccessessvecsececcsose 30 
3. Tombstone Territory (Ziv-UA) KvTv Tue. 10 .26 
3. Manhunt (Screen Gems) KTIV Thu. 9:30 ....26 
3. Coronado 9 (MCA) KvtTv Fri. 7:30 ....... 26 
4. Blue Angels* (CNP) KvtTv Sun. 9 ........23 
5. U.S. Marshal (NTA) KvtTv Thu. 9:30 ...... 22 
6. Sea Hunt* (Ziv-UA) KTIv Mon. 8.......20 
7. Lock Up (Ziv-UA) kKvtTv Sun. 10 ........ 17 
8. Three Stooges (Screen Gems) KvTv Sat. 4:30 .12 

TOP FEATURE FILMS 
1. Award Playhouse KvTv Sat. 10:45-12:45 a.m. .13 
2. Feature Film Kvtv Sat. 12:30-2:45 ....... 9 
3. Greatest Movies KvTv Wed. 11-1 a.m. ..... 6 
4. Friday Theatre KvTv Fri. 11-1:30 am. ... 5 
5. Greatest Movies KvTv Thu. 11-1 a.m. ..... 4 

TOP NETWORK SHOWS 
~§ Gememake BVEV cesses cccocscccccvseces 52 
2. Wagon Train KTIV ck dina biealeee bcm -49 
3. Bob Hope/Perry Como KTIV .............+. 44 
CG, GE ee I ee 6 5656 conan ccnssiasn -43 
CG. TR ND GU a on ccc ccrevdvesceee 42 
S.C, BN ain shies ces ccesecmowe 40 
el SG tee ee -39 
7. Perry Mason KvyTV oe @ak06eS64an ewe 39 
7. Lawrence Welk KTIV .......... Sinaia ace 39 
S, Tae BN NS sa kis hb indw cc cevciade .38 
8. Wonderland On Ice/Outlaws KTIV ..........38 


GREEN BAY 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


1. Death Valley Days (U.S. Borax) 

WBAZ-TV Bat. 9:30 ..nccccccccccccccccecs 35 
1. Championship Bowling* (Schwimmer) 

WBAY-TV Bun. 2 ..ccccccccccccccsesececs 35 
2. Grand Jury (NTA) wear-Tv Sat. 10 ...... 25 
3. Johnny Midnight (MCA) wrrv Sun. 9:30 .22 
4. Highway Patrol (Ziv-Ua) 

WERAT-TV Tee. 10:80 2... cccccccsccccceses 20 
5. Sea Hunt (Ziv-UA) wrrv Thu. 9:30 ..... 19 
5. Roy Rogers (Roy Rogers Synd.) 

WBAY-TV Sat. 8:30 a.m. 22... ce eee eccces 19 
6. The Brothers Brannagan (CBS) 3 

WBAE-TV Dee. 6:30 .nccccccccccccccccces 18 


6. The Honeymooners (CBS) wpay-tv Sat. 5 ..18 


6. Polka Parade (Paramount) 

WRAE-TV Gat. 5:30 2... cccccccccsscccsece 18 
6. Burns and Allen* (Screen Gems} 

WRAY-TV Bum. 4:30.. ..cccccccccccccccees 18 
7. Highway Patrol (Ziv-UA) 

WRAT-FV Thu. 10:30 ..cccccccccccccccece 17 
7. Mike Hemmer (MCA) wpay-Tv Fri. 10:30 ..17 
8. Bugs Bunny (UAA) wLuUK-Tv Tue. 6:30 ...16 
8. Bugs Buny (UAA) wBay-Tv Sat. 11:30 a.m. .16 

TOP FEATURE FILMS 
1. Matinee Theatre* weay-Tv Sun. 3-4-15 ....25 
2. Two For the Show wpay-Tv Sat. 1-4:30 ....17 
3. Family Theatre* wBay-Tv Sun. 10-1 a.m. ..15 
4. Galaxy of Stars wrrv Sun. 10-12 mid. ....10 
5. Early Show* wrrv Sat. 8:30-10 ........... 9 
TOP NETWORK SHOWS 
1. Red Skelton WBAY-TV .... . .48 
2. Garry Moore WBAY-TV ... .47 
3. Gunsmoke WBAY-TV ......- -42 
3. Dennis The Menace WBAY-TV -42 
4. Rawhide WBAY-TV .......... . 38 
5. Tom Ewell WBAY-TV ........ .+3T 
SG. Pemepy BEGeR WHATEV 2cccesc cs cccccccse 37 
6. To Tell the Truth wray-Tv . «36 
6. Danny Thomas WBAY-TV . - «+236 
7. The Untouchables WLUK-TV : n - +0035 
7. Ed Sullivan weBay-Tv ..... ..35 
SOUTH BEND-ELKHART 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. U.S. Marshal (NTA) wsBT-Tv Sat. 10 .....: 38 
2. Coronado 9 (MCA) wsBT-TVv Sat. 9:30 37 
3. Sea Hunt (Ziv-UA) wspr-rv Sun. 10 ......31 
4. Manhunt (Screen Gems) wNDU-TV Thu. 9:30 .23 
5. Four Just Men (ITC) wsnt-tv Tue. 8 --21 
6. Bugs Bunny (UAA) wssv-Tv Tue. 6:30 ..18 
7. Not For Hire (CNP) wsysv-tv Fri. 10 15 
8. Tombstone Territory (Ziv-UA) 

WNDU-TV Sat. 9:30 ....ccccccces never doune 
8. Bishop Sheen (NTA) wNpvu-TV Sun. 9:30 ..14 
9. Jim Backus Show (CNP) wssv-Tv Thu. 9:30 .13 
10. Casey Jones (Screen Gems) wNnpvu-Tv Tue. 6 .12 
10. Interpol Calling (ITC) wsysv-tv Wed. 10 .12 
10. Jeff’s Collie (ITC) wssv-Tv Thu. 6 .......12 
10. Grand Jury (NTA) wspt-Tv Fri. 10:15 ...12 

TOP FEATURE FILMS 
1. Late Show wsst-Tv Wed. 10:15-11:30 an nee 
2. Late Show wsst-Tv Tue. 10:15-11:30 . -14 
3. Late Show wssr-Tv Sun. 10:30-12 mid. ....13 
4. Late Show wsBT-Tv Sat. 10:45-12:15 a.m. ..12 
5. Late Show wsst-tv Thu. 10:15-11:30 ..... 10 


~ 


AN AAAS & w 


TOP NETWORK SHOWS 






- Gunsmoke WSBT-TV .........-+2--045. »2 048 
. Belafonte/What’s My Line wsBT-TV ........ 40 
- Danny Thomas wssT-TV eseeces eee 36 
Red Skelton WSBT-TV ......cccsesccecccce 35 
Garry Meere WEBT-TV ..cccccccscces ecw 
Have Gun, Will Travel WSBT-TV ........... 34 
The Untouchables WSJV-TV ............+- .33 
- Ff ree PTTT Terre rer TT 33 
. Bob Hope/Perry Como WNDU-TV .........+.- 31 
- Dennis the Menace WSBT-TV ...........++- 31 


ARB City-by-City Ratings November 1960 
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MOBILE-PENSACOLA 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Blue Angels (CNP) wkro-tTv Sat. 9:30 ....39 
. Manhunt (Screen Gems) wkro-Tv Wed. 7:30 .36 
. Huckleberry Hound (Screen Gems) 





WERG-TV The. 6:30 ..cccccccccccccedecs 34 
4. U.S. Marshal (NTA) wkroe-tTvy Thu. 7 31 
5. Coronado 9 (MCA) wkro-Tv Sat. 10 ......30 
6. Quick Draw McGraw (Screen Gems) 

WERG-TV Mon. 6:30 .....cccenenne 28 
7. Mike Hammer (MCA) wkre-tv Fri. 9 . 26 
8. The Brothers Brannagan (CBS) 

WERG-TV Tue. 8 nc. cccsscccccees 2 
9. The Californians (CNP) wkro-ty Sat. 6 - 28 
10. Woody Woodpecker (Burnett) 

wure-Tv Tue. 6:30 ...... os . -.22 
10. Lock Up (Ziv-UA) wkroe-Tv Sun. 9 - +22 
1l. Two Faces West (Screen Gems) 

WERG-TV Fri. 9:30 ........40% TrTTTT | 
12. Tugboat Annie* (ITC) wkro-Tv Mon. 8:30 
13. Bugs Bunny (UAA) wear-Tv Tue. 6:30 7 
13. Tombstone Territory (Ziy-UA) 

wats-Sv Bun. 0580 sccccccececs ccossouent 

TOP FEATURE FILMS 
1. Afternoon Matinee wWkRG-TV Sat. 4-5:30 --13 
2. Funny Features wkro-Ty Sat. 12-1:30 ....11 
2. West Theatre’ wkro-Ty Sat. 3-4:15 ......11 
3. Saturday Showcase* wkro-Tv Sat. 1-3 10 
3. Circle Theatre* wkro-Tv Sat. 2°15-4 .. -.10 
3. Fright waLa-Tv Sat. 10:30-12 mid. .. 10 
TOP NETWORK SHOWS 
1. Gunsmoke WKRG-TV ........+- . ..60 
2. Have Gun, Will Travel wknro-Tv 54 
3. Rawhide WKRG-TV ..... .40 
4. Perry Mason WERG-TY evcccccccoooes 38 
5. Dennis the Menace WKRG-TV - 37 
5. Wagon Train WALA-Tv . 37 
6. Checkmate WKRG-TVY . 36 
7. Dobie Gillis wkre-Tv 
8. Red Skelton WKRG-TV evese 
9. Route 66 WKERG-TV .. .32 
WHEELING-STEUBENVILLE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Jim Backus Show* (CNP) wrrr-tv Thu. § ..27 
1. Death Valley Days (U.S. Borax) 

Wrne-Tv Gat. J ccccccccccccese -27 
1. Tombstene Territory (Ziv-UA) 

wstTv-Tv Sat. 10:30 os coooone 
2. Leck Up (Ziv-UA) wstv-tv Fri. 9:30 ..... 25 
3. Sea Hunt (Ziv-UA) wrrr-tv Sun. 10:30 ..24 
4. U.S. Marshal (NTA) wrer-tv Wed. 10:30 ..20 
5. Huckleberry Hound (Screen Gems) 

wrrr-Tv Thu. 6:30 ........ -1T 
6. Woody Woodpecker (Burnett) 

Wenr-Bv Det. 6:36 ceccccccevccccccescons 15 
6. Jim Backus Show* (CNP) wrrr-ty Fri. 8 ..15 
7. Popeye (UAA) wTRF-Tv M-F 6 .......... 14 
8. Four Just Men (ITC) wrrr-tv Thu. 10:30 ..13 
8. Quick Draw McGraw (Screen Gems) 

Wrer-tv Tus. 6iBO ..ccccccccsccoces 13 
9. Ramar of the Jungle (ITC) 

wenr-tv Wel. 6:80 ..rccocccces rir). 12 
9. Best of the Post (ITC) wstv-tTy Thu. 9 ....12 
10. Roy Rogers (Roy Rogers Synd.) 

WERP-SV Bab. 0280 ..cscccccccscscccccses 8 

TOP FEATURE FILMS 
1. First Run Movie wsTv-Tr 

Fri. 11:15-1:15 am. .. ié 
2. First Run Movie wstTv-Tv 

Sat. 11:15-1:15 am. ... 7 
3. First Run Movie wsTv-TV 

Thu. 11:15-1:15 am. 6 

First Run Movie wsTv-Tv 

Wed. 11:15-1:15 am. ...... ecsenesuse 6 

TOP NETWORK SHOWS 
1. Wagon Train wTRr-Tv 48 
2. Gunsmoke WSTV-TV_ . 2 
3. Bonanza WTRF-TV . -41 
4. Chevy Show wTrRr-tv .. .39 
5. Have Gun, Will Travel wstv-TVv 3 
6. Bob Hope/Perry Como WTRF-TV .......... .87 
7. The Price Is Right wrrr-tv cocéeeue 
7. Bachelor Father WTRF-TvV . , -35 
7. Ernie Ford wtrr-Tv ° .35 
8. Rawhide wsTv-Tv . r -.-34 
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Spot (Continued from page 55) 


household spray, this firm recently named 
the agency to its account and is getting 
an introductory campaign under way 
almost immediately. Film commercials 
were being prepared at press time and 
availabilities in selected markets had been 
requested. A market-by-market expansion 
toward national coverage is planned for 
spring as the product gains distribution. 
Budd Brown, vice president and 

account executive, is the contact. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N.Y.) 

A large number of markets was lined up 
for DUNCAN HINES mixes to begin 
schedules the middle of this month for an 
indefinite period. Light placements of 
non-prime minutes were set. Doug 


McMullen is the timebuyer. 


PROCTER & GAMBLE CO. 
(Young & Rubicam, Inc., N.Y.) 


For the usual “contract year,” P&G was 
reported setting new placements of filmed 
minutes in about 30 major markets for 
CHEER. Frequencies of day and late-night 
spots are light as a general-improvement 
process takes place. Marcia Roberts 

is the timebuyer. 


QUAKER OATS CO. 

(Compton Adv., Inc., Chicago) 

Late this month 26 top and secondary 
national markets get new schedules for 
MUFFETS, with minutes aimed at 
children and mothers. About three-five 
spots per week will go for five weeks, to be 
followed by a four-week hiatus and then 
a 12-week schedule. Edith Hansen 

is the timebuyer. 
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This is the PLUS factor that makes 
WOC-TV more exciting — more 
interesting — more effective than the 


for sports fans, for youngsters . . . 


top ABC shows and the best of the 


products in the nation’s 47th TV 
market. More than 2 billion dollars 


And to help you get the maximum 
number of these dollars WOC-TV 
min tees specializes in effectively co-ordinating 


every level — the broker, wholesaler, 
direct salesman, key buyer as well as 


Your PGW Colonel has all the facts, 
figures and other data as well as 








HOURS | 


competition. Yes, more local 
programming for homemakers, 


all this in addition to NBC, 
syndicated shows. 


These are the people that buy 


in retail sales ring on the 


homes are within the 42 


and merchandising your buy at 


the retail outlet. 


day by day availabilities. 
See him today. 





JACOB RUPPERT BREWERY 
(Warwick & Legler, Inc., N.Y.) 

The ‘61 plans for KNICKERBOCKER 
beer were shaping up at press time, with 
the word being that all tv money will go to 
spot announcements (as opposed to this 
past year’s syndication buys), but that 
New York will not be on the market 

list. Schedules of minutes and 20's will 
get under way this month in Boston, 
Portland, Bangor, Hartford, New Haven, 
Providence, Springfield and a few other 
New England markets. Length of the 
placements will be 26, 47 or 52 weeks, 
depending on the area. Live-action and 
animated spots will feature a jingle to a 
theme used several years ago—‘satisfies 
your beer thirst better.” Media director 
Richard Bean is the contact. 


SESAKRAFT, INC. 

(Olian & Bronner, Inc., Chicago) 

Tv activity for SESAME Chips, a snack 
product made from sesame seeds and first 
noted here last Aug. 22, has broadened 

to include participations in The Ruth 
Lyons Show in the midwest Crosley-station 
markets. Plans are afoot to expand in 

the next few months toward national 
coverage. Media director Kay Kennelly 

is the contact. 


STANDARD BRANDS, INC. 

(J. Walter Thompson Co., N.Y.) 
Having set schedules for Chase & Sanborn 
coffee (Dec. 26 Spot Report), the food 
firm will get placements of filmed 
minutes, 20’s and ID’s under way for 
TENDERLEAF TEA at the end of the 
month in about 25 markets. Both day and 
prime-time slots will be used for seven 
weeks. Joan Ashley is the timebuyer. 





Agency Adds 

Tom Brennan, formerly associate di- 
rector of broadcasting at Foote, Cone 
& Belding, Inc., Chicago, joined Grey 
Adv. Agency, Inc., New York, as a 
producer. 

Stewart Garner was appointed tv 
production supervisor on the Listerine 
account at Lambert & Feasley, Inc. 
He was previously with D’Arcy Adv. 
Co., Inc. 

Ronald H.-Oakland joined Knox 
Reeves Adv., Minneapolis, to fill a 
new position as assistant tv-radio di- 
rector. His agency experience was 
preceded by three years in radio as 
writer, announcer and producer. 

George P. Turner Jr. moved from 
Lambert & Feasley, Inc., to the New 
York office of Fuller & Smith & Ross, 
Inc., as a tv producer for Alcoa. He 
was once with Filmways, the DuMont 
Broadcasting Co. and Frank Donovan 
Associates. 

Budd Weeding joined Clinton E. 
Frank, Inc., as a tv writer-producer, 
having formerly held a similar post at 
Leo Burnett Co., Inc. 

William B. Templeton resigns his 
post as vice president and director of 
the tv-radio department at Cunning- 
ham & Walsh, Inc., at the end of 
February. 
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Home-Testing (Cont. jrom 31) 


Although the commercials could 
be run with a brief tv program, this 
method is rarely used by C&W. In 
the opinion of Dr. Baxter, an agency 
is only fooling itself if it thinks such 
a device does much to relieve the 
basic artificiality of the interviewing 
situation. 

Rather, he prefers to place more 
emphasis on the 15-20-minute ques- 
tionnaire that follows each showing 
of the commercial. In this respect, 
Dr. Baxter insists that when a com- 
mercial is submitted for testing, the 
creative group provides a_ written 
statement, outlining specific objec- 
tives of the advertisement. 

The Cunningham & Walsh ques- 
tionnaire, as well as the entire pre- 
test, is designed to measure accurately 
the advertisement or commercial on 
the following main points: compre- 
hension, interest, belief, importance, 
consumer receptivity to the product 


or service. 
Post-Testing 


Other factors such as attention, 
brand identification and memorabil- 
ity are left to post-testing, on the 
principle that these measure artifi- 
cially high immediately after the in- 
home pre-test, 

Comprehension and interest are 
measured for the commercial as a 
whole. whereas belief is measured 
for each point of the product or 
service which the consumer remem- 
bers. To measure belief, the respond- 
ent is asked to move an indicator 
on a simple “thermometer” scale. 
The same device is used to measure 
the consumer’s response to each prod- 
uct claim. 

In the interview, great care is taken 
to avoid making an “expert” out of 
the consumer. The respondent is 
asked such questions as “what went 
through your mind when you looked 
at this ad?” rather than questions 
on specific techniques and elements 
in the commercial. 

In gauging the consumer’s recep- 
tivity to the commercial, the inter- 
viewer tries to avoid “purely hypo- 
thetical indications of willingness to 


buy” and concentrates instead on 











advertisers and cut across various 
The five Corinthian stations are 
Sacramento, WANE-TV Fort Wayne 





Corinthian’s ‘New Era’ 


The five Corinthian tv stations are launching the second of their major 
political program series out of Washington this week. Entitled The Neu 
Era—What It Means, the package is covering the first week of the new 
Administration, which, says C. Wrede Petersmeyer, president of the 
Corinthian Broadcasting Corp., “will be seen through the eyes of local 
reporters and tailored to their local stations.” 

Corinthian’s new public-affairs programming concept was first in- 
augurated at the conventions last July. The concept is based on the 
theory that viewers are eager to see political events related more closely 
to their own region and that these programs can be well-sponsored. 

“Public-service broadcasting must be a good media buy and an 
efficient marketing tool to attract sponsorship,” the Corinthian president 
states. “It’s our conviction that on a very hard-headed basis, public-service 
sponsorship can make commercial sense, and our convention package 
proved this point. It was fully sponsored on all five stations by six 
product and service lines.” 

KOTV Tulsa, KHOU-TV Houston, KxTV 
and WISH-TV Indianapolis. 








finding out whether a good buying 
climate for the product has been 
established. This is accomplished 
through evaluations of the belief and 
importance scores, as well as through 
open-end questions throughout the 
questionnaire. 

Cunningham & Walsh once farmed 
out most of its pre-testing program 
to independent specialists in the field 

a practice that is still followed by 
many of the larger agencies. But Dr. 
Baxter feels that pre-testing is most 
logically and effectively done within 
the agency itself. 


Agency Judgment 


“After all,” he says, “the agency 
is in the best position to know its 
clients, its advertising objectives and 
the special problems involved in each 
commercial or advertisement. Re- 
gardless of how carefully the job is 
done outside, it can never match 
the agency’s own judgment. 

“There is a continuity of research 
activity which the agency research 
department undertakes for the client 

-other than copy research—which 
relates findings of one copy research 
study to all other on-going market 
and consumer research for the client. 
In our department the same people 
who plan and report consumer and 
market research for a given client 
also conduct, analyze and report copy 
research. 


“Regardless of how carefully the 
job of pre-testing is done on the 
outside, it can rarely match the agen- 
cys own perceptions. But we do 
recommend to our clients that post- 
testing of advertising be done by 
outside research organizations.” 
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The U. S. Census Bureau now ranks 


Oklahoma City 37th in population 


among the nation's metropolitan 


cities moving up from 47tn 
in 1950 
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TEST 
MARKET 


Know much about lowa— 

I don’t either—consciously— 
but I’ve lived here for 60 
years, some 30 of them en- 
gaged in this business of talk- 
ing to people over the air. 
At first as a voice and later 
as a voice plus picture. So | 
feel sure as a 30 year broad- 
caster, also as a practicing at- 
torney and member of the 
State Senate that I’ve picked 
up some know-how that might 
be valuable to you. How? 
Well, maybe you want to test 
some new commercials. In this 
market of some 54,000 homes, 
with an average farm income 
per family of about $10,000.00 
a year you could do it pretty 
cheap. We did a test run re- 
cently for a well-known brew- 
ery. If you'd like to know how 
this company felt about its 
experience with us, I'll be glad 
to tell you what we did and 
what happened. 


KQTV 


National Representative: 


John E. Pearson TV 


New York, Chicago, Atlanta, 


Los Angeles, San Francisco 
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W PIX (Continued from page 33) 
ground in etv with the city and 
META gave us experience other sta- 
tions lacked.” 

In its initial “semester,” the tv 
schedule was aired from the first day 
of school until the last. The current 
schedule started two weeks after 
school opened and closes shortly be- 
fore the year ends, with the slight 
cutback deriving from the fact that 
teachers and pupils, busy with regis- 
tration at the start of the year and 
final examinations at the close, did 
not have time to fully utilize the 
televised lessons. 

Mr. Pope explained that the short- 
er year meant only that the station 
gets less money from the state than 
before. “The contract is let on a 
one-year basis for so many weeks of 
telecasting. WPIX is reimbursed only 
for the engineers and technicians we 
supply. There are no funds for our 
facilities, studios, know-how and the 
like. Right now, the income to the 
station is $220,000 for a 38-week 
schedule. Yearly increases in the 
bids are usually equivalent only to 
rises in union scales. The way it 
works out is that the state pays about 
10 per cent of our card rates—quite 
a bargain, we feel.” 

One aspect of programming in 
which the channel is not involved 
is that of talent. Instructors, writers, 
demonstrators and others needed for 
the non-technical aspects of etv are 
contracted for by a Regents depart- 
ment. Supervising the entire project 
is James F. Macandrew, best known 
to the viewing public in New York 
and elsewhere for his hosting duties 
on Camera Three. Besides arranging 
for teachers—who continue to be 
paid by their local school boards 
while on leave, with the state reim- 
bursing the board—to conduct the 
ty classes, Mr. Macandrew’s depart- 
ment also selects film programs from 
such sources as National Educational 
Tv & Radio Center, Inc., and others. 

In New York’s highly competitive 
market, it has been suggested that an 
independent station, and there are 
four of them, has little to lose by 
bidding for the Regents’ small budg- 
et. “What the heck,” exclaim the 


cynics, “it would cost more to pro- 
gram a daytime operation and try 
to sell it.” 

Mr. Pope, smiling, thinks other- 
wise. “Its not true thai WPIx 
couldn’t make more money by sell- 
ing its time commercially each day 
than the educational budget provides. 
Let’s say that we wouldn’t come on 
the air as early as we do if we didn’t 
have the Regents program, but we 
could open up before noon with a 
film schedule and come out ahead. 

“However, our financial situation 
is sound enough that we truly feel 
we can afford—should afford—this 
public service.” The channel, with 
its New York Yankees baseball tele- 
casts and a solid roster of children’s 
and syndicated programming, counts 
its income in the top 10-per-cent 
bracket of all stations—independents 
and network affiliates. Fortunately, 
too, it has no stockholders as such 
to whom it must account for profits 
and losses: operations are financed 
partly through a trust fund estab- 
lished by the Patterson-McCormick 
Chicago American-Chicago Tribune- 
New York Daily News owner-hip. 


Variety of Programs 


Mr. Pope pointed out that his use 
of the words public service for the 
etv project, “does not imply we con- 
sider this our entire public-service 
effort.” The station also carries the 
familiar blend of fund-raising spec- 
ials, documentaries and spots for 
worthy causes. 

Its variety of etv programs fed to 
the schools and home viewers is used 
in a similar variety of ways. The 20- 
minute lessons are not intended as a 
substitute for flesh-and-blood teach- 
ers, but rather as an adjunct to class- 
room work. Consequently, the sched- 
ule differs from day to day, rather 
than being comprised of a series of 
“maith at 9:30, music at 10, and so 
on” throughout the week. 

Schedules of upcoming programs 
and printed study plans are supplied 
to teachers by the state's education 
department, along with notes and in- 
structions as to how best to make use 
of the tv material. While educational 
requirements differ across state lines, 
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WPIX reports its tv programming is 
currently being viewed in parochial 
schools in New Jersey and Connecti- 
cut as well as New York. 

“We began with no viewers,” said 
Mr. Pope, “reached an estimated 27,- 
180 pupils per week in our first year, 
then climbed to 664,540 at the end 
of the second year. That’s counting 
only the New York public schools.” 

While a system of giving at-home 
viewers credit for “attending” tv 
classes regularly has not been 
worked out, Mr. Pope feels careful 
attention to the shows would enable 
any person who had not received a 
high-school diploma to learn enough 
to pass an examination. 

In spite of the widespread use of 
channel 11’s efforts, there obviously 
is a long way to go before etv reaches 
its fullest value in the New York 
area. A mitigating factor against ad- 
ditional programs, viewers and pub- 
licity is—as with most etv opera- 
tions—limited funds. This, coupled 
with an upstate New York legisla- 
ture that resists putting too much 
of the state’s funds into the “geo- 
graphically small” area of New York 
City and the always prevalent fact 
that governmental wheels grind slow- 
ly, often means that wprx and the 
Regents cannot accomplish every- 
thing they'd like to. 

“For instance,” said the station 
vice president, “many of the shows 
we carry are good enough for syndi- 
cation sales and the money could be 
applied to new programs. The set-up 
here is, however, that any income 
from such sales would go into the 
general state funds rather than to the 
education department.” 


Although there appear to be no 
legal restrictions to prevent the sta- 
tion offering commercial time to ad- 
vertisers between its educational pro- 
gramming, WPIX has not attempted to 
do so. Obviously a complicated 
screening process would have to be 
set up if classrooms were not to be 
filled with spots for headache rem- 
edies, cigarettes and the like. On the 
other hand, wr!x considers it unfair 
to aim commercials for candy, soda 
and other child-slanted products at a 
“captive audience.” 

“Our obligation to the educational 


program requires careful thought on 
our commercial activities,” said Lev 
Pope. “For instance, in the recent 
plane collision that caused a crash 
in Brooklyn, we held off on our news 
bulletin until a program ended, 
rather than disrupt a class. Before 
we made the announcement, we 
warned the teachers of the type of 
bulletin coming up and requested 
them to turn down the volume if 
they thought it was unsuitable for 
their children.” 

Perhaps even more serious than a 
lack of dollars for publicity and pro- 
grams is a shortage that WPIX and 
the Regents can do little about: a 
dearth of receivers in the area’s 
schools. Local boards and PTA or- 
ganizations purchase limited num- 
bers of sets for their schools, but, as 
one Long Island teacher reports, “An 
average school has 40 classrooms and 
usually one tv set at most per an en- 
tire floor. By the time you bundle 
your children into a viewing room, 
or wheel the set back and forth be- 
tween classes, the period is half over. 
The educational programs are fine, 
but it’s just not possible to use them 
too often right now.” 

In an attempt to widen its at-home 
audience, WPIX has scheduled its 
Commonwealth of Nations series for 
a prime Sunday-night period. The 
Regents program also has the show 
scheduled for daytime viewing. 

“Of course we can always go fur- 
ther,” said Mr. Pope, “and we feel 
the progress we’ve made during the 
past years is an indication that more 
will be made in the future. At the 
present, we think those one million 
students a week would testify to the 
fact that if there isn’t an educational 
station in New York, they don’t 
know about it.” 
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Mondrian Is Back 

The AC Spark Plug division 
of General Motors, with its 
agency, D. P. Brother & Co., De- 
troit, has created a tv commer- 
cial format based on “dual ani- 
mation” and using designs of 
horizontal and vertical lines to 
form patterns which they call 
“mondrians.” 

The mondrians, named for the 
Dutch painter, Piet Mondrian, 
are actually plastic panels of 
crosses and rectangles which are 
animated in two ways. The ads 
consist of cartoons or live pho- 
tography within certain rectan- 
gular panels, explained Jack 
Rellis Jr. of D. P. Brother’s ra- 
dio-tv staff. Various panels in 
the over-all composition simul- 
taneously become smaller, larger 
or reorganized to emphasize the 
audio portions of the spots. The 
one-minute commercials were 
produced by Grantray-Lawrence 
Animation in Hollywood. 





OKLAHOMA CITY 


population now 


, 


The U. S. Census Bureau now ranks 


Oklahoma City 37th in population 


among the nation's metropolitan 
cities moving up from 47th 


in 1950 
SELL ’'EM WITH 


4,48 


OKLAHOMA CITY 


The TOWER with 
VALE Spower in Oklohoma! 


Edward Petry & Co., inc. 


January 23, 1961, Television Age 61 











































































YOU CAN 
QUOTE ME... 


“We are always confident that 

when we recommend the 

Crosley Stations, our clients will 

benefit from the traditional 

Crosley service that goes con- 
siderably above and beyond 

the call of media duty—from 
programs to promotions, be- 

hind-the-scenes to on- 
the-air.” 


eS Drlan A 
President 
Keelor & Stites, 
Cincinnati, 


Agency for 
Southwestern 
Ohio 
Blue 
Cross 
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| and after... 


| three of us are obviously . . . 


| Newsfront 





(Continued from 23) 
be) 


“We don’t even use a fat man.” 

“He’s a heavy man.. .” 

“Everyone knows a fat man should 
reduce .. .” 

“But we're aiming at the latent 
market as well as the active market.” 


“Sure, look at us in this room— 
” 


“Four of us .. .” 


“There are a half-million over- 
weight people in this country.” 

“Why did we avoid the actuary- 
type approach . . .? This is a public 
service with the minimum amount of 
commercializing. You can call this 
a need commercial . . .” 

“Metrecal doesn’t need the money.” 

“No, it does not.” 

“What's the budget?” 

“Well, we started out with about 
$250,000 in September °59. Beyond 


that, you'll have to check with Bob 


Burton.” 

“Mead, Johnson belongs to the 
physician; that’s how the company 
started.” 

“We began the campaign in news- 
papers on Jan. 1, 1960. In June we 
went into magazines. We've been 
planning the tv campaign almost 
since then. There has been at least 
two months’ heavy work on it.” 

“Everything in this ad was evolved 
working closely with the client. Day 
after day we sat down with him .. .” 

“Does Mead, Johnson have crea- 
tive people?” 

“Bob Sessions, principally. This 
has been his special baby.” 

“He did a beautiful job with it, 
too.” 

“But everything visual is Kenyon 
& Eckhardt. It was the tone of the 


commercial, the precise message and 


| presentation, that Mead, Johnson was 
| most concerned with.” 


“They're tremendously pleased 
with Martyn Green. We looked for 
him for a long time.” 

“Will the rest of the series hold 
up to this first commercial?” 

“Nothing can be released before 


| the next commercial appears.” 


“We're not doing anything to up- 
set this close relationship with the 


| company. But the next one . . .” 


The group then discussed the com- 
ing commercial, the one that appears 
this week, designated “man in car.” 

Footnote: Metrecal sponsors The 
Valiant Years on ABC-TV Sundays, 
10:30 to 11:00 p.m. 


Shoddy or Meaningful? 

Much of today’s advertising fails 
because it has either been “nibbled 
to death” or “had all the bright edges 
knocked off it” either within the 
agency or by the client. 

This opinion was voiced in a 
speech made earlier this month by 
Charles Feldman, senior vice presi- 
dent and creative director at Young 
& Rubicam Inc. Addressing the 
eighth annual seminar of the Ameri- 
can Marketing Association, Mr. Feld- 
man urged creative personnel to fight 
for good ideas rather than yield too 
easily to pressures. 

“Creative communication is a sub- 
tle and delicate process,” he said. 
“Too much tinkering with it can 
make it usual, if not mediocre or 
even trite.” 

The watering-down of good and 
great ideas was only one of the fac- 
tors cited by Mr. Feldman as con- 
tributing to the number of mediocre 
ads on the market. Seconding state- 
ments that half of all advertising is 
pure waste, he pointed to research 
indicating that at half of 
tv viewers have no recollection of 


least 


the average commercial, even on an 

immediate recall basis. 
Which half is wasted? 

that doesn’t communicate.” 
Mr. Feldman pointed out that al- 


“The half 


though the majority of consumers say 
they like most commercials, they 
complain about “the loud, the shod- 
dy and the irritating” commercial— 
the commercial that is based on the 
“wrong half” of advertising. 

Among the ads that fall in the 
“wrong half” are those that over- 
strain the consumer’s sense of pro- 
portion. The consumer “won't sit 
still for a Cecil B. DeMille produc- 
tion for a paper clip,” said Mr. Feld- 
man. The good ad should not try to 
make the “that 
some small thing will solve all his 


consumer believe 


problems or lead to a life of bliss.” 
Another vulgar error is the “com- 
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parison” test in which Brand X is 
unfairly treated, or even non-existent. 
Mr. Feldman noted that in such com- 
parisons people begin to doubt that 
Brand X can really be that bad; 
sympathy for the unfairly treated 
product is engendered, as witness 
the recent marketing of various prod- 
ucts named Brand X. 

Now that the consumer has be- 
come more discriminating and in- 
creasingly skeptical of approaches 
and gimmicks that were once a chief 
stock in trade of advertisers, how 
can the agencies continue to mint 
believable ads? 

“First of all,” says Mr. Feldman, 
“the main selling idea is what has 
to be believable in the sense that it 
is not only true but also meaningful 
to the consumer. If the main selling 
idea really develops out of the prod- 
uct, then it must be true. . . . 

“If the main selling idea is of 
genuine interest to the consumer, 
then belief comes easily. All that is 
needed is a sincere, straightforward 
approach. There is no need for cam- 
ouflage—no need to make believe 
that an ad is not an ad.” 


In cases where the product is sim- 





Peters, Griffin, Woodward, Inc., has announced the following promotions: 
Charles R. Kinney (l.), New York eastern sales manager, to administrative 
assistant and assistant vice president; William G. Walters (c.), New York 
account executive and PGW television “Colonel of the Year” for 1960, to 
New York eastern sales manager, and W. Donald Roberts (r.), Chicago 


account executive, to sales manager for Chicago and midwest territory. 





ilar to the competition, with no par- 
ticular identity of its own, Mr. 
Feldman said the agency must try 
even harder to tailor its message for 
the consumer and his interests. In 
this respect, he cautioned against 
thinking of the consumer in terms 
of numerical masses. 

“Sometimes communication gets 


confused with the idea of buying cov- 





stations. 


children’s programs. 





Ford Grant to NETRC 


A grant of $1,882,000 from the Ford Foundation has made possible 
a contract extension between the National Educational Television and 
Radio Center and Ampex Professional Products Co. to equip the next 
25 non-commercial educational tv stations which become affiliated with 
NETRC by the end of 1962 with Videotape television recorders. 

The new grant is similar to an earlier Ford Foundation grant of 
$2,706,000 made in June 1959 under which 39 NETRC affiliated stations 
have already been equipped with vtr’s. Recorders are currently being 
shipped to wsct Jacksonville, wFPK-TVv Louisville and wipr-Tv San Juan, 
said Harold S. Salzman, marketing mahager of Ampex Professional 
Products. One recorder is still to be delivered under the original grant. 

John F. White, president of NETRC, in announcing the new grant, 
said that it would “materially assist in the development in the first 25 
additional cities that begin educational telecasting in the next two years.” 

According to Mr. Salzman, four more Ampex recorders will be in- 
stalled in the National Educational Television copying and duplicating 
center at Ann Arbor, Mich., which makes tape copies of programs taped 
at individual NET stations and distributes the copies among the member 


Until 1959 NET was basically a film and kinescope network. It has 
since moved steadily into tape, and more than half its 1961 offerings will 
be on Videotape recordings. The weekly NET schedule covers the 
humanities, the fine arts, the sciences, social science, public affairs and 








erage by the largest amounts,” Mr. 
Feldman said. “Large numbers guar- 
antee only a certain possible expo- 
sure. They don’t guarantee com- 
munication. In the final analysis, 
it doesn’t matter what technique is 
used as long as it results in interest- 


ing sell.” 
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in 1950 
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You roll it...let ASC ride it! 


RCA Vidicon Chain, with Automatic Sensitivity Control, 
Assures Uniform Picture Quality... Automatically 


To show the ‘“‘Film of the Day”’ at its very best, use the 
RCA Vidicon Camera Chain, Type TK-21C—now with 
Automatic Sensitivity Control. By electronically con- 
trolling sensitivity of the camera tube, the TK-21C 
automatically rides gain for you . . . assuring superior 
reproduction of films with little or no operator atten- 
tion. The operating convenience and uniform picture 
quality will add new spark to your film programming 
. . give better service to your clients. 


This improved camera chain with Automatic Sensitivity 
Control senses variations in camera output level, and 
compensates for wide transitions in highlight density. 
Reaction time is rapid—less than 14 second for a 10 to 1 
change in highlight brightness. Even under the worst 
conditions, a transition from extremely dense to very 


Get the full facts on the new 
RCA TK-21C Vidicon Film 
Chain! See your RCA 
Representative or write to 
RCA, Broadcast and Television 
Equipment, Dept. PD-278, 
Building 15-1, Camden, N. J. 
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light film (100 to 1 change) can be accomplished in less 
than one second. Automatic Sensitivity Control is 
supplied as part of new RCA TK-21C Vidicon Film 
Chains. Previous TK-21 models can be converted. 


An integral part of a matched line of RCA TV equip- 
ment, the vidicon film system has been established as 
the standard of the industry. Continued improvements, 
such as automatic sensitivity control, make RCA vidi- 
con chains one of your best equipment buys. Remember 
when you buy RCA you get the most advanced equip- 
ment ... plus the kind of service before and after the 
sale that only RCA with its broad background in 
broadcasting can provide. 


RCA Broadcast and Television Equipment, Camden, N. J. 


The Most Trusted Name in Television 


_ RADIO CORPORATION OF AMERICA 
® 
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Wall St. (Continued from page 45) 


a hard factor to assess in the com- 
pany’s growth picture. When the 
Puerto Rican exemption expires, the 
company will be searching out other 
tax-exempt locations and will prob- 
ably quit Puerto Rico as a location. 
The question of color-tv tubes is one 
that remains in the background as 
far as National Video is concerned. 
Mr. Cole thinks that some new or ad- 
ditional technological steps will have 
to be taken to bring down the cost 
of the tube before the market for the 
sets grows sufficiently important for 
National Video to be involved. 





Mayor’s Report 
Three Indianapolis television 
stations, WISH-TV, WLW-I and 
WFBM-TV, are cooperating in a 
series of tv reports to the people 
by Indianapolis’ Mayor Charles 
Boswell. The 30-minute report 
appears on a day chosen by the 
individual stations and is broad- 

cast in prime evening time. 
The program will be presented 
over WISH-TV during the first 
four months of 1961. wiw-1 
and WFBM-TV will air the tele- 
casts during the second and 

third quarters, respectively. 














George Wilson has been named pro- 
motion-publicity director for WSTV-TV 
Steubenville. He has been with W STV, 
Inc., since 1940, during which time 
he has held various positions, among 
them staff announcer, program di- 
rector and production supervisor. 
wstTv-Tv is the flagship station of the 
Friendly Group, which comprises five 
am and five tv stations in the east. 











Grimm, But Not Grim 


Guild, Bascom & Bonfigli’s introductory campaign for Eldon Indus- 
tries, Inc., is stressing a humorous, offbeat approach to toy advertising. 
And, even more offbeat, its toy commercial is described as “adult.” 
Eldon, a leading manufacturer of staple polyethylene toys and hobby 
kits, recently broadened its line with novelty and promotional toys, and 
makes its first television advertising effort with the GB&B campaign. 


The one-minute filmed commercial, using live action with a fairy-tale 


theme, demonstrates Eldon’s newest toy, called a Jumping Jack. 





The setting for the commercial is an enchanted cottage deep in a 
sinister-looking forest. Inside the house are a boy inventor named Eldon 
and his hag-like mother. The commercial opens with the mother kneeling, 
her ear to the floor, apparently listening to Eldon’s progress with his 
new invention in the cellar. Eldon then appears through a trap door in 
the floor with the Jumping Jack, which is a T-shaped toy whose arms 
rotate. The mother exhibits delight in the new toy, and Eldon explains 
how it works: “It’s like an automatic jump rope. Wind it—set it high or 
low—fast or slow—and it goes four whole minutes.” Another of the 
rhymed couplets which combine adult and child appeal is chanted to 
the rhythm of mother and Eldon jumping: “In the house or open air, 
kids will love it anywhere.” 

As the commercial ends, Eldon demonstrates how to use the toy, and 
he and his mother both begin to jump over it. The final audio has the 
mother saying with pride, “Made by Eldon.” The selling points of the 
toy are incorporated into the conversation between the boy and his 
mother, as for example when the mother gingerly reaches out to touch 
the new invention, and Eldon reassures her by saying, “It’s all right, 
Mother, you can’t hurt it. I always make strong toys.” 

Eldon Industries named GB&B as its agency late in 1960 when it made 
its decision to go inte tv, feeling that the agency’s previous record of 
successful advertising that has utilized humorous, friendly appeals rather 
than hard sell would be beneficial in the area of toy advertising. 

The commercial is running through Feb. 19 in the Los Angeles mar- 
ket. Approximately 48 spots are being used on KPCA, KNXT and KTLA. 

The creative team responsible for the new concept includes Richard 
K. Arnold, copywriter, and David Fulmer, producer. The commercial 


was filmed at MPO Productions, Inc., New York. 
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WWLP aeuvers 


64°o MORE TV HOMES THANTHE 
NUMBER 2 SPRINGFIELD 
STATION’ 


in rich western New England, WWLP- 
WRLP, the combination reaching 
375,000 TV homes, delivers more 
sales impressions per advertising 
dollar — 64% more than the #2 
Springfield Station. Our combined 
Grade A signals reach up and down 
pe Connecticut Valley for over 125 
miles. 





First in ratings, acceptance and 
service © 3 times as many local, 
live shows. © Most national, region- 
al and local advertisers of any 
Springfield station © Vigorous mer- 
chandising -— exclusive in the 
market (WWLP’s in-store displays 
reach 75% of all grocery shoppers 
weekly). 


The powerful force that’s selling 
western Massachusetts and North- 
Central Connecticut is WWLP, Chan- 
nel 22 with bonus coverage; WRLP, 
Channel 32 covering southern Ver- 
mont and New Hampshire. NBC 
for 7 years. 


SEE YOUR HOLLINGBERY MAN ~ 


“Average Homes Reached 
ARB - Mar. 1960 





Watches (Continued from page 35) 


Albuquerque, the store manager, 
Ralph Yonek, has shown imagination 
end ingenuity in his campaigns. He 
credits a 135-per-cent increase in 
watch sales to television. Special 
monthly campaigns, such as June for 
weddings, are used. All commercials 
are locally produced, with extreme 
close-ups of the merchandise and 
prices supered over the picture. The 
annual budget for this store is about 
$20,000. 

In Omaha Zale’s has bought the 
KMTV Late Edition newscast, a five- 
minute midnight report Monday 
through Friday to promote diamond 
rings. Another campaign on KMTV 
was for 40 run-of-schedule minutes 
using sound-on-film to promote 
jewelry gift items and watches. 


Typical Campaigns 


These campaigns were typical of 
other large jewelers, including Litt 
Jewelry, which in the Chicago area 
uses WBKB-TV for coverage. 

In Miami DeJolies Jewelers has 
been pleased with results from its 
campaign of minute live commercials 
during The Late Show on wrtvJ 
Miami. Joe Drucker, owner of the 
firm, gave the commercials himself, 
showing special jewelry items. Mr. 
Drucker credits the campaign with 
increasing floor traffic and sales. 

In Missoula, Mont., the J. C. 
Penny Co. tried a test of two one- 
minute live spots for a total cost of 
$100 on KMso-TV Missoula, resulting 
in brisk sales of watches which were 
shown on the telecasts. Another 
Montana firm, Bob Ward & Sons, uses 
periodic saturation campaigns on 
KMSO-TV promoting diamond rings 
and watches with minute film spots. 
The campaigns are repeated periodic- 
ally several times a year during slow 
business periods. 

In Albuquerque Judd Jewelry pre- 
fers half-hour prestige shows such as 
U. S. Marshal, which is sponsored 9 
to 9:30 p.m. Thursday on KOB-TV. 
Dan Judd, president, attributes a 20- 
per-cent over-all business increase to 
this television .advertising. Judd 
Jewelry’s tv budget runs to about $9.- 
000 annually. 





Harold E. (Hal) King has been 
named general manager of KFOY-TV 
Hot Springs, Ark. The station will 
start operation early this year. Mr. 
King recently served with kcui Little 
Rock, Ark. 





CBS Fellowships 
The CBS Foundation News Fel- 


lowships at Columbia University 
are being offered for the fifth 
consecutive year during the aca- 
demic year 1961-1962. Closing 
date for applications is Feb. 28. 

The fellowships, which are 
similar to the Nieman Fellow- 
ships at Harvard, provide oppor- 
tunities for promising persons in 
radio and television journalism 
to draw on a wide range of study 
courses. They previously have 
been held by 32 representatives 
of the broadcast journalism field 
working in 19 states and three 
foreign countries. In addition to 
the formal studies, CBS Fellows 
take part in a program of lec- 
tures and special seminars. 

Applications are invited from 
news and public-affairs staff em- 
ployes of CBS News, CBS-owned 
radio and tv stations, independ- 
ent stations affiliated with the 
CBS networks and _ non-com- 
mercial educational stations, as 
well as from college and uni- 
versity teachers of news and 
public-affairs courses. 

The selecting committee is 
made up of two representatives 
each from the public, Columbia 
University and CBS Foundation. 
The grants average approxi- 
mately $8,000 apiece to cover 
university and iiving expenses. 
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Expedition (Continued from 36) 
understand the nature of literature, 
and to seek for themselves the pro- 
found meanings which lie below the 
flow of daily experience.” 

Also as part of the school program, 
Ralston Purina offers awards to 
teachers making the most imagina- 
tive and effective use of both the 
Expedition and Expedition: Local 
programs, and the ABC network will 
present special awards to the three 
stations producing the Expedition: 
Local with the most effective pro- 
gramming and cooperation with the 
local school system. 


Essay Contest 


In New York WABC-TV sponsors an 
essay contest based on its local pro- 
gram. At the end of each show stu- 
dents are invited to submit a 500- 
word essay on the subject matter of 
any single Expedition: New York 
program. The prize for each tri-week- 
ly contest is a $200 savings bond, and 
at the end of the 13-week series all 
the winners will be eligible to enter 
a final contest calling for a 1,000- 
word essay on any subject suggested 
by the entire series. The winner of 
this contest will receive $2,000 worth 
of savings bonds. The winner of each 
of the contests also has his or her 
name announced on the program, and 
the school is given recognition in the 
form of a certificate from WABC-TV. 

The local station managers work 
closely with the educators in their 
city in deciding what subject matter 
is most appropriate as part of class- 
room activity. Most of the stations 
have original programming, although 
some use the films of the Westing- 
house Broadcasting Co. series, The 
Civil War. Too, the 
Advisory Council has 
planned a clearinghouse for film- 
resources information which will list 
usable footage, as well as the idea of 
a program exchange whereby open- 
ended shows can be aired by more 
than one station. 

KABC-TV Los Angeles has created 
its own Expedition: Local, titled Los 
Angeles From the Air. As stated in 
the first teachers’ guide, Los Angeles 
is “the fastest-growing metropolis in 


American 
National 





Spreading Format 

The idea of alternating a net- 
work series every third week 
with a locally produced program, 
a@ la ABC-TV’s Expedition, is 
with a 
group of stations represented by 
CBS-TV Spot Sales. Each third 
Monday in the 10:30-11 p.m. 
(EST) period a locally produced 
show replaces the network’s Face 
the Nation. 

Individual formats and titles 
for the programs are left up to 
each station, with five outlets 
doing panel interviews similar to 
the CBS-TV broadcast, but with 
local luminaries as guests of 
honor. WBBM-Tv Chicago puts 
the accent on youth by present- 
ing Young Ideas, discussions by 
teen-agers and college students 
on various themes. 

Panorama is the wsatw Flor- 
ence, S. C., title for its series on 
civil defense and other topics. 
wtop-Tv Washington is present- 
ing Portfolio, a look into the 
cultural treasures of the city that 
features the Smithsonian Insti- 
tute, ballets and museums. 

First programs in the series 
were aired Nov. 28. ARB Multi- 
City Reports gave the CBS-TV 
stations a rating of 10.4, as com- 
pared to shows on the other net- 
works that were televised earlier 
the same evening and hit 9.6, 


9.7 and 11.1. 


catching on—at least 





which the program concentrates on 
exploration in all its senses—the his- 
tory of the Pacific Northwest, art, 
science, government, health and re- 
sources. WXYZ-TV Detroit calls its 
series The Exciting Years, which 
dramatizes significant occurrences of 
the past century. The program is pro- 
duced in cooperation with the Henry 
Ford Museum and Greenfield Village 
and will cover the automobile, the in- 
dustrial revolution, communications, 
agriculture and the life and discov- 
eries of Thomas Edison. 


Other Aspects 


wsBa-Tv York, Pa., has titled its 
series Expedition: Learning and takes 
the camera into all aspects of the 
community which contribute to the 
education of adults and youth. KGo- 
Tv San Francisco’s Expedition: Cali- 
fornia documents the history and cul- 
ture of the northern California areas, 
ranging from missions to skiing at 
Squaw Valley. weks Chicago is de- 
voting its programs to science, with 
shows from such places as Cook 











the world—this is the theme of the 
first program, and of the entire series. 
How is Los Angeles attracting its 
millions of citizens—what kind of life 
does it provide for them—how does it 
answer their needs—what will be 
their future? These are some of the 
questions with which the program 
will deal. Using an integrated presen- 
tation of aerial photography, his- 
torical photos, animation and mont- 
age, the first program will give an 
over-all view of the Los Angeles area, 
emphasizing its amazing growth and 
pointing out its key problems.” 
KOMO-TV Seattle settled on the 
theme of Expedition: Northwest, in 


OKLAHOMA CITY 


population now 


7 


The U. S. Census Bureau now ranks 
Oklahoma City 37th in population 
among the nation's metropolitan 
cities moving up from 47th 
in 1950 
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The TOWER with 
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UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 
WPBN-TV WTOM-TV 


Traverse City Cheboygan 
One Rate Card 


Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
and parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. B. 
M-F, Noon-6 PM) 

1900 MORE Homes Reached Than Sta. 8. 
(M-F, 6 PM-Mid.) 

2800 MORE Homes Reached Than Sta. 8. 
(Sat. 6 PM-Mid.) 

1900 MORE Homes Reached Than Sta. 8. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 
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Electric covering the missile nose- 


| cone production and recovery pro- 


| gram. 


One of the most successful Expedi- 
tion: New York programs was the 
Oct. 25 presentation of Education 
Tailor-Made, with Sam Levenson as 
host and guide. The program was 
concerned with the efforts of the New 
York City schools to provide ade- 
quate facilities and specially tailored 
help for the individual child. The 


show pointed out the problems of 


| both the highly gifted student and the 


retarded child. 


Gratifying Response 


Using a in the 


public school 


| Chelsea area of Manhattan as a focal 
| point, the camera followed Mr. Leven- 





son as he talked to the teachers and 
students of a typical class for slow 
children. Following the _ telecast, 
WABC-TV received nearly 40,000 con- 
gratulatory letters from teachers, par- 
ents and school superintendents. As a 
result of the favorable reaction, the 
show was repeated on Dec. 10 as a 
special broadcast in prime time, and 


| the film has been made available to 


| the Board of Education fer future 





use by the schools. 

The Exposition: Local programs 
are not fully sponsored by Ralston 
Purina, as the national programs 
are; however, the company does buy 
one-third of the spots on the local 
level. Ralston Purina officials feel 
that they do not want full sponsor- 
ship because of the greater impact 
the program can have through being 
sponsored by various local com- 
panies and products. They believe 
that the prime-time period used for a 


| community-service show will appeal 


to advertisers because the majority 
of children who watch the program 
for classwork do so with their fam- 


| ilies. 


Expedition: Local will then deliver. 
they feel, the audience required to 
make it worthwhile in the time slot, 


| as well as creating an image of pub- 


lic service for the station and boost- 


| ing good public relations with teach- 


ers and parents who appreciate and 


| approve the educational flavor of the 


programs. 





Robert O. Paxson has been appointed 
general sales manager of KHOU-TV 
Houston, succeeding Robert S. Wil- 
son, promoted to vice president and 
general manager of KXTV Sacra- 
mento. Mr. Paxson has been sales 
manager of KETV Omaha since 1957. 





Regular Editorials 


wLos-Tv Asheville, N. C., has 
instituted a policy of regularly 
scheduled editorials. The five- 
minute programs will be aired 
twice daily, Monday through Fri- 
day at 6:15 p.m. and 11:15 p.m. 
Theodore A. 
Eiland, station vice president and 


According to 


general manager, the policy of 
the station will be “to stimulate 
interest and discussion on vital 
issues . . . and to give reasonable 
equal time on controversial issues 
to responsible and qualified citi- 
zens who hold a different point 
of view and who represent an 
organized opposing group.” 

The editorials will provide an- 
other voice in the Greenville, 
S. C., and Asheville area, where 
all newspapers are controlled by 
one company, and will deal with 
matters of community interest to 
all cities within the station’s six- 
state coverage area. 

Arthur Whiteside, recently ap- 
pointed public affairs director of 
WLOS-TV, will broadcast the edi- 
torials. Mr. Whiteside has pre- 
viously been production manager 
of the Mutual Broadcasting Co. 
and general manager of the SRT 
Television Studios in New York. 
He joined the Asheville station 
two years ago as an announcer. 














In the picture 


Effective today (Jan. 23), James C. Hagerty takes over as vice president in charge 
of news, special events and public affairs for the American Broadcasting Co., an appoint- 
ment that had been consistently rumored since John Daly resigned from that post several 
months ago. Mr. Hagerty, for the past eight years President Eisenhower's press secre- 
tary, was born in Plattsburgh, N. Y., in 1909. He attended Blair Academy, Blairstown, 
N. J., and Columbia University. He was the university’s correspondent for the New York 
Times, and upon graduating in 1934 he became a political reporter on that newspaper. 
From 1938 to 1943 he was legislative correspondent for the Times in Albany, covering 
various New York state election campaigns, including Wendell Wilkie’s Presidential cam- 
paign in 1940, and in 1943 he was appointed Gov. Thomas E. Dewey’s press secretary. 





Also at ABC, Bert Briller (1.), director of sales 
development for the tv network, has been elected 
vice president, tv network sales development, a 
newly created position. Robert L. Coe (c.), di- 








rector of ABC-TV station relations, has been named 
vice president for that department, and Michael P. 
Boland (r.), assistant treasurer of ABC, has been 
elevated to the position of vice president. The three 
men have been with ABC since 1953, 1955 and 1951, 


respectively. 





Richard E. Baiter has been elected marketing vice president of the Pepsodent divi- 
sion of Lever Bros. Co., it has been announced by Milton C. Mumford, president of the 
firm. Mr. Baiter succeeds T. E. Hicks, who continues as a vice president, returning to 
corporate advertising staff duties. Previously Mr. Baiter was merchandising manager of 
the Pepsodent division and earlier was merchandising manager for Lever’s toilet soaps. 
Before becoming a Lever executive in 1956 Mr. Baiter gained experience in the grocery 
business, a field in which he spent two full decades. Upon his graduation from Princeton 
University he started in the sales division of Standard Brands, following which he held 
various responsible executive positions in that company. During World War II he was 
personnel director for the Second Air Force with the rank of lieutenant colonel. 





William R. McAndrew (I1.), who has headed 
NBC News since 1954 and was named vice presi- 
dent of that department in 1958, has been elected 
executive vice president. Also named executive vice 
president is Aaron Rubin (c.), vice president and 
treasurer of NBC since May 1960; he originally 
joined NBC in 1937, went to ABC in °42 and re- 
turned to NBC in 1954. Julian Goodman (r.), 
director, news and public affairs, NBC, since 1949, 
has been named vice president of that department. 





Alfred S. Moss has become associated with Kastor Hilton Chesley Clifford & Ather- 
ton, Inc., in the capacity of a senior vice president, according to an announcement made 
by Peter Hilton, president of the agency. Prior to joining KHCC&A Mr. Moss was senior 
vice president and manager of the New York office of Don Kemper & Co. His association 
with this advertising agency followed a tenure of 10 years in the office of president at 
Williams Advertising Agency and was brought about by the merger of the latter organi- 
zation with the Kemper firm in 1959. Mr. Moss is a native of New York City, which 
was also the site of his college education—New York University. During World War II 
he served in an unusual and interesting capacity. He was a member of the military intel- 
ligence division—G2—and worked as a special agent for the Army. 
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ANOTHER TOP NAME IN THE 
BIG J. ARTHUR RANK PACKAGE 
OF POST 50 HITS MADE FOR 
AMERICA TO ENJOY (121NFULL 
COLOR).GETFULL DETAILS ON 
THE “BUY” THAT RANKS=1 


RANKS .=1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
RANKS =1 FOR SALES IMPACT 


FOR FULL DETAILS, CONTACT: 


MICHAEL M. SILLERMAN.EXEC.VP oa 8 
PROGRAMS FOR TELEVISION, INC. [) } 
1150 6TH AVE.,N.Y.36 YU 6-3650 
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John Crosby, New York Herald 
Tribune syndicated columnist whose 
cultural sights have been lifted be- 
yond television to the whole enter- 
tainment business, has been encoun- 
tering that world with something less 
than enthusiasm. He struck perhaps 
his most wistful note to date in a 
review of the new Phil Silvers Broad- 
way musical comedy, Do Re Mi: “In 
the four years Silvers was on the air 
as Sergeant Bilko I never saw him 
do a script anywhere near this bad. 
And,” he added wonderingly, “televi- 
sion is free.” 

This insight was obscured in an- 
other column several days later when 
columnist Crosby singled out the 
A. C. Nielsen Co. for what must re- 
main the most ill-tempered denuncia- 
tion of a rating system ever (sample: 
“closest thing we have in modern 
times to a witch doctor . . .”) An 
executive at Nielsen in New York 
was asked by this magazine if a reply 
would be forthcoming. There was a 
long silence. And then, in a strangled 
voice, “Would Eisenhower answer 
Castro?” 

oa * * 

Speaking of columnists and the 
like, a complaint recently reached 
the office from a woman in a New 
York suburb. It seems the lady was 
upset over the “underclothing com- 
mercial trend” on tv and wanted 
something done about it. Alarmed at 
first, we were relieved to read on 
and learn that the lady “does not 
own a tv set.” How, then, does she 
know the commercials are “offen- 
sive?” 

Easy! “Much can be learned about 
what is going on in tv,” she writes, 
“through word of mouth, newspapers 
and magazines. These sources are 
very revealing.” 

* * * 

It must have been more than mere 
coincidence that caused the Brown & 
Butcher, Inc., advertising agency to 
announce a name change—to Brown 
& Crane, Inc.—on the day in New 
York that the city’s meat-cutters went 
on strike. 


Looks like none of the butchers 
worked that day. 
* * * 

Some people wondered how the 
nation’s new First Lady made the top 
spot on the list of “best-dressed 
women. of the year” after never ap- 
pearing on it previously, but there’s 
no surprise in tv circles that Don Mc- 
Gannon, president of Westinghouse 
Broadcasting Co., is the industry’s 
“father of the year.” Don recently 
celebrated the birth of his eleventh 
child. 

Runner-up for the honor is Wil- 
liam Craig, manager of WLBC-TV 
Muncie, who is a father of 10. (No, 
he’s not 10 years old, Mannie—he’s 
got that many children.) 

* * * 

Politics doesn’t make such strange 
bedfellows after all. Or, a tv elec- 
trician shall lead a little child: Un- 
doubtedly, the hearttug scene of the 
past year, and one which was reported 
on tv, took place on Dec. 30 in Palm 
Beach during one of then President- 
elect Kennedy’s press conference. We 
mean, of course, when three-year-old 
Caroline Kennedy tugged at her 
daddy’s leg and indicated that she 
wanted him to stop naming his cabi- 
net and ambassadors and help her 
on with her mother’s spike-heeled 
black kid pumps. 

We are proud to report, in a non- 
partisan way of course, that when 
Caroline wandered into the the mid- 
dle of the patio press conference, the 
first man she saw and asked, “Where’s 
my daddy?” was a tv electrician. 

“There he is, honey,” the tv man 
told her, and that’s how the tv cam- 
eras, movie cameras and news pho- 
tographers came to reveal to the 
world that father-daughter scene 
which followed. 

* * * 

Things we never knew before tv: 
That in Norway, N. B. C. means Nor- 
wegian Broadcasting Corp., and that 
the Government-owned facility, which 
began in August with 20,000 licensed 
viewers, is gaining new ones at the 
rate of 200 a day. 
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“It opened up new territories 


mtn, 11 h 1] . — + | ] . ] | . an } 
advantageous for the small agency at the local level to Duy ( taped ) 


because these spots can be repeated with little extra charge. I cannot single 


portant function of our Videotape* Television Recorders—all their functions ar 





t. We have made better use of our personnel and facilities. And we have cut down the 
( f spot announcement production. We have been able to sell the machine and its capa- 
bi along with our own programming and production standards....We certainly need the 
re lers and they, in turn, need us. Now tape places at our fingertips—and pocketbooks 
another tool for creative broadcasting....Why we bought Ampex? I think the reasons are 
ol is. Ampex invented Videotape and it’s proved itself to the entire industry. You can’t ask 
fi wre than that.” - A postal card in the mail to-Ampex, today, will bring you the completé 
st from other TV stations about tape as a money-making proposition and why they are 
St n Ampex as a basic component of any complete TV facility. 


Write Ampex Professional Products Company, department AC. AMPEX 
Had \ 


AMPEX PROFESSIONAL PRODUCTS COMPANY + 934 CHARTER ST., REDWOOD CITY, CALIF. * AMPEX OF-CANADA LTD., REXDALE, ONTARIO 
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LAWRENCE M. CARINO, 
GENERAL MANAGER, WWL-TV. NEW ORLEANS 
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In program planning, in daily operation and in 
creative public service, the high standards of 








Transcontinent Stations are earning an ever 





increasing loyalty and acceptance from their 





audiences. This service, integrity and coop: 








eration makes a lasting contribution to the 





constantly growing number of Transcontinent 





Stations’ advertisers and their products. 








WROC-TV, WROC-FM, Rochester, N. Y. * KERO-TV, Bakersfield, Calif. 


WGR-TV, WGR-AM, WGR-FM, Buffalo, N. Y. * KFMB-TV, KFMB-AM, COED 
4 


KFMB-FM, San Diego, Calif. * WNEP-TV, Scranton—Wilkes-Barre, Penn. 

















WDAF-TV, WDAF-AM, Kansas City, Mo. 


TRANSCONTINENT TELEVISION CORP. * 380 MADISON AVE., N.Y. 17 




















